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‘Timing of BY) 
gift ad 


Sir,—I have read with interest 
Femina’s article (December *‘7), 
especially her reference to the 
State Express 555 advertisement 
in The Observer. 

In fairness to ourselves and our 
advertising agents, Townend-Smith 
& Hardy Ltd., I must emphasise 
that our business is through the 
medium of retail tobacconists, 
whereas the showroom that we 
maintain at 210 Piccadilly is 
mainly counted as “advertising.” 

Certainly we do encourage re- 
tail business there, but that is 
purely incidental to the publicity 
value we obtain from the windows 
and the premises as a whole. 

You will agree that our major 
obligation must be to supply the 
retail trade, and our Christmas 
press advertising was designed 
and “timed” to help the tobac- 
conist. 

There were adequate stocks of 
the gift packings of State Express 
555 cigarettes available from good 
tobacconists throughout the coun- 
try. It would be unfair in the 
extreme if we were to refuse sup- 
plies to tobacconists in order to 
thaintain stocks in our own estab- 
lishment. 

‘ J. KeELLAway, 

Advertising manager. 
Ardath Tobacco Co. Ltd 
London, E.C.2. 

{“Femina” commented on an 
ad appearing for the State Ex- 
press gift tankard set shortly after 
she had been told at the Piccadilly 
house that supplies were “almost 
exhausted.” —Epttor.]} 


Education and 
talent 


Sir,—I note, with great interest, 
P. L. Stobo’s statement that 1,500 
new staff are required annually 
by cans agencies. 


To The Editor. . 


As a young man of 22 years of 
age and studying a correspon- 
dence course on advertising, 
which takes nearly all my spare 
time, and with passes in_psy- 
chology and copy-writing, I find 
it almost impossible to even get 
an interview with most advertis- 
ing agencies. 

The few that have entertained 
me for an interview have given 
me the same line over and over 
again: “Your education is not 
up to our standard, go and study 
for Higher GCE and when you've 
passed come back and see us.” 

What has GCE to do with 
advertising? Surely advertising 
is a talent, and being able to 
speak four languages or know 
where the Columns of Per- 
sepolis are. does not enable one 
to produce powerful copy or pro- 
duce an attractive layout. 

P. A. WILLIAMS. 
Troy Road, 


Upper Norwood. S.E.19. 


Advertising on 
Saturday 


Sir,—Bert Sinclair (Decem- 
ber 14) should not set himself u 
as a one-man public opinion pol 
in deciding what other people do 
with their weekends. Although 
the activities of Saturday and 
Sunday are not in all cases 
necessarily interchangeable, the 


THIS WEEK 
Forthcoming Exhibitions—page 14. 
NEXT WEEK 


Annual Calendar Survey. 


fact remains that they are both 
days of leisure, during which 
there is more time to read news- 
papers. 

He states that outside of the 
London area Saturday is not even 
a day off for a vast number of 
people. It would be interesting 
to know just what percentage of 
the population as a whole Mr. 
Sinclair’s “vast number” contains. 

Mr. Sinclair asks for facts— 
not logic. The facts surely are 
to be found in the results of the 
survey. These show the impact 
of advertising on a Saturday is 
far stronger than on a weekday 
(particularly where men readers 
are concerned). The survey did 
not attempt to find out the 
reason for this, but simply pre- 
sented the results as they came 
out, 


Bell & Cole pat, 
London, W.1 


Rosert BELL. 


Weekday ad 


‘readers’ 


Sir,—Does it do market re- 
search any good to be regaled 
with figures like these extracted 
from a leaflet issued by the News 
Chronicle which quotes a recent 
Gallup Poll? 

The figures purport to show, 
inter alia, the percentage of 
readers who noted the name of a 
product in weekday and Saturday 
issues of a popular national. 
Figures are broken down to show 


the percentages against certain 
sizes and I quote the “men 
readers” figures. 


This is what we read: 4-page 
weekday 37 per cent, Saturday 36 
per cent; 11 in. by 3 weekday 17 
per cent, Saturday 28 per cent; 
6 in. by 2 weekday 11 per cent, 
Saturday 10 per cent; 2 in. by 
2 weekday 15 per cent, Satur- 
day 12 per cent; 2 in. s.col. 
weekday 4 per cent, Saturday 13 
per cent. 

According to this, more of 
Saturday’s readers note the name 
of the product in a 2 in. d.c. than 
they do in a 6 in. d.c. and if you 
drop to a 2 in. s.c. you get more 
“noters” still on a Saturday. 

No doubt there is some logical 
explanation of all this and the 
object of the News Chronicle in 
issuing the figures was, in any 
case, to suggest that Saturday is 
not such an outsider as we have 
always been led to believe. 

But it might have been helpful 
to have given some explanation 
of the apparent discrepancies. 

CLIFFE GLOVER, 
Managing director. 
Glovers Advertising Ltd., 
London, W.1. 


Country cure 


Sir,—When I was a boy I knew 
an old labourer who believed that 
he was protected against 
rheumatism by a potato, which 
he always carried in the left 
pocket of his trousers. 

I am reminded of that by the 
current Maclean’s advertisement 
for Indigestion Tablets, to which 
Mr. Gilbert Harding contributes 
a testimonial. It ends: “... and 
therefore gets indigestion. Thank 
heaven I don’t suffer from it, 
though. You see, I always carry 


Macleans Tablets about with 
me.” 

C. CARPENTER. 
Park Street, 
London, W.1. 


DecemMBER 28, 1956 


MAA ‘won't 
mean a thing’ 


Sir,—I was glad that DAAs 
had accepted the AA's genera! 
proposals to give DAAs greater 
interest in the Association, but 
sorry that no protest has been 
made about the downgrading of 
the category of Diploma Member 
to Member. 

No reason has ever been given 
for this proposal. 

Why do they wish to deny us 
the distinction of our descrip- 
tion? DAA is correct and ade- 
quate; it needs no alteration. 
MAA does not and wil! not mean 
a thing outside the business. And 
I doubt whether it will please the 
Motor Agents’ Association. 
Melksham, PHitip HUTCHINGS 
Wilts. 


An Oscar for 
copywriters ? 


Sir,—I agree with Ceci] Turner 
(December 7) that copywriters 
should be given credit for good 
copy. Readers of American 
magazines will have noticed that 
headline and body copywriters 
get a public pat on the back when 
they have done well. And 
this practice does not lead to a 
closed circle of personalities 
writing the same kind of copy. 

If Copytaster were to follow 
the same practice, I predict that 
copywriting standards would be 
drastically raised. Indeed, many 
copywriters might find this chill 
wind of competition not at all to 
their taste. 

While we're on the subject of 
copy, isn’t it about time there 
was the equivalent of a Layton 
Award for copy? After all, 
according to Aesop Glim copy 
is the core of advertising. Any- 
one interested? 


D. A. CoL.is. 
Parliament Hill, N.W.3. 


More letters on page 24 


Ask for samples 
and prices 


LEWIS KNIGHT 
& COMPANY 

8 Chingford Mount Rd., 
* London, E 4. 
LARkswood 2241/2. 
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_ The space-buyer's 
Aas | “text-book” town! 


Nowhere in Britain is there a more ideal combination 
of advertising circumstances than in Oxford. 


The people are prosperous—107,000* spend more than 
1 pe 
£17,000,000 each year. 


2 There are ample retail outlets—!,033 to be exact. 


Nearly 90% coverage can be obtained by using one 
newspaper—the Oxford Mail. 


When you need to heavy up in the provinces, Oxford 
and the Oxford Mail give you a “text-book” answer. 


The Mail is the only “evening” published in the county. 
It covers the thriving industrial areas and the rich 
surrounding farmlands effectively and economically. 


% The total population of the County Borough of Oxford is 106,900. 


Oxfordes Mail 


(ABC 42,458) 
ONE OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 
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DecemBerR 28, 


Viscount DE LISLE, V.C., P.C., was created a 

Viscount in January, 1956, after being 
Secretary of State for Air since 1951. Educated 
at Eton and Magdalene College, Cambridge ; 
later qualified as a Chartered Accountant. 
Served with the Grenadier Guards in the 
Second World War and won the Victoria Cross. 
Elected Member of Parliament for Chelsea in 
1944; was Parliamentary Secretary to the Min- 
istry of Pensions in 1945. Succeeded his father 
as 6th Baron in 1945. Has been a Trustee of the 
British Museum since 1950. Was elected an 
Honorary Fellow of Magdalene in 1955. His 
home is Penshurst Place near Tonbridge in Kent. 


“My Daily Mail by LORD DE L’ISLE 


“* A GOOD POPULAR NEWSPAPER should have three 

attributes. It should give you the news 
clearly and concisely without sacrificing accuracy 
to sensation ; in fact be a good breakfast com- 
panion. It should give you its views frankly and 
freely with a consistent theme and point of view ; 
and the news and views which you have looked at 
in the morning should be capable of being re-read 
and pondered upon at greater leisure in the 
evening. I find all these things in my Daily Mail 


and that is why I am a regular reader. 

I have noted too with approval its steady and 
informed interest in British and Commonwealth 
Defence and its concern for the welfare of Service 
men and women. As evidence of this concern the 
Daily Mail has made a generous contribution 
towards the funds of the Soldiers’, Sailors’, and 
Airmen’s Families Association, to whose splendid 
work for the Services I can testify. I should like 
to express my warm thanks to the Daily Mail.” 
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MOVE TO STEP UP GOVERNMENT PR 


Butler foreshadows top changes—and more money 


Strong Government action is 
to be taken early in the New 
Year to improve public rela- 
tions for Britain at home and 
overseas. 

This will mean changes in the 
information services and 
Government publicity gener- 
ally. Almost certainly expendi- 
ture will be stepped up. 

It is expected that the Govern- 


London Club told— 


‘YOU LIVE IN 
WORLD OF 
MAKE-BELIEVE’ 


Actor Robert Morley, a guest 
of honour at the Publicity Club 
of London Christmas luncheon, 
told his audience of nearly 700 
that advertising people lived even 
more than actors “in the wonder- 
ful world of make-believe.” 

“I think,” he said, “the British 
public believe more and more 
what they read in advertisements 
and less and less what they read 
in the newspapers. I dare say 
that that is because the advertise- 
ments are so much more cheerful 
and optimistic.” 

Mr Morley described Miss 
Margaret Rutherford, the other 
guest of honour, and himself as 
“branded goods.” “We are al- 
ways recognisable, and take care 
to be so,” he said. “We believe 
in keeping the packet very nearly 
the same on all occasions.” 

Club chairman Trevor Harris 
presided. The toast of “The 
Clubs in Advertising” was pro- 
posed by Martin Pick, the vice- 
chairman. 

Guests included Leslie Room, 
director-general, Advertising As- 
sociation; Rev. Cyril Armitage, 
Rector of St. Bride’s; Andrew 
Milne, chairman, Fleet Street 
Column, Club; Guy Barney, 
chairman, Regent Advertising 
Club; Mrs. Katheleen Howie, 
president, Women's Advertising 
Club of London ; and Miss Mary 
Messer, chairman, Berks and 
Bucks Publicity Association. 

Following the speeches there 
was a cabaret and carol singing 
ky members of Morley College 
Choir. 


ment will call in experts from 
the broad field of advertising 
and public relations. 


* . * 


The determination of the Govern- 
ment to deal with the nation’s 
publicity problems was empha- 
sised by Mr. R. A. Butler, the 


Lord Privy Seal, when he 
spoke as chief guest at the 
annual Christmas luncheon of 
the Fleet Street Column Club. 
He told nearly 800 revellers 
(“the most widely representa- 
tive gathering of press and 
advertising men in the world”): 
“It is a scandal that our public 


At the FSCC Christmas lunch reception were (i. to r.) Harold Fish, 
R 


the organiser, Mr. 


Butler, MP, club president Lord Mackintosh, 


and chairman Andrew Miline. 


New posts for Groome, Edwards 


Two important agency appoint- 
ments have been made by the 
J. Walter Thompson Co., Ltd. 
and McConnells (London) Ltd. 

Frederick Edwards, until now 
general manager of JWT’s asso- 
ciate company, British Market 
Research Bureau Ltd., has taken 
up new “important administrative 
duties” with JWT. He joined 
BMRB in 1947, and since 1948 
has been general manager. 
Norman Groome, a_ senior 


executive of Masius and Fergus- 
‘son Ltd. for the past two years. 
and before that an executive and 
director of Erwoods Ltd., is leav- 
ing to become resident director 
of McConnells (London) Ltd. on 
Tuesday. He will work with 
Claude Page, the managing direc- 
tor, who is resident in Derby. 
Mr. Groome was the second 
national organiser of the Adver- 
tising Association’s public speak- 
ing contest, 


relations abroad has not been 
better during the crisis we have 
just been through. We propose 
to put that right. 

“It is the business of the Govern- 
ment to be at your service. 
Both at home and overseas we 
intend to serve you better on 
the public relations front.” 


Over £500 for 
Bart’s Appeal 


A record collection of £511 for 
the Bart's Children’s Party 
Appeal was taken during this 
biggest-ever Fleet Street Column 
Club Christmas lunch. 

This generosity followed all the 
traditional party fun: barons of 
beef, flaming puddings, bursting 
balloons—and unbuttoned waist- 
coats. 

Father Christmas appeared on 
a balcony, the Alsatian Revellers 
and St. Bride’s Church choir sang 
carols. 

Trumpeters of the Royal 
Hcrse Guards sounded fanfares 
as speakers proposed jovial toasts. 
The president, Lord Mackintosh, 
proposed “Our Guests” and the 
Lord Privy Seal—in blue paper 
hat—responded. 

Kenneth Horne proposed “The 
Club,” and the club chairman, 
Andrew Milne, replied. 

Tom Clarke handed a bouquet 
to Gwen Palmer, secretary and 
manager of the club, and there 
were hearty thanks to Harold 
Fish for again organising this 
great luncheon. 


Gillin ge ADVERTISING 


promotes the sales of 


Stergene 
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‘Ads are necessary— 


but there 


is waste’ 


THIRD PROGRAMME PANEL’S VERDICT 


Third P. 


pundits gave advertising a pretty clean 


bill of health in the last of four broadcast talks. They agreed 
that some advertising expenditure might be wasteful, but 
advertising played a necessary role in a free-enterprise 


economy. 


For this last discussion the 
three previous speakers—Anthony 
Crosland, economist; Dr. Mark 
Abrams, managing director, Re- 
search Services Ltd.; and Daniel 
Bell, a Columbia University pro- 
fessor — were joined by G. 
Vernon Nye, sales promotion and 
advertising manager of Shell-Mex 
and BP Ltd. 

Mr. Nye said that advertisers 
thought of advertising as a “not 
very expensive tool” in the sell- 
ing operation. 

Mr. Crosland said that, for in- 
dustries whose expansion was 
necessary to the country, he 
would concede advertisers prac- 
tically anything, but he was more 
sceptical when it came to such 
things as cosmetics, or the “battle 
of the bras.” 

Dr. Abrams, who thought that 
advertising expenditure might 


TV FOR SCHOOLS 


A-R ‘recouping 
earlier losses’ 
of £3} million 


Associated - Rediffusion _Ltd. 
made a loss of nearly £3,250,000 
up to the end of September, but 
are now running at a profit, it was 
revealed by the chairman, J. 
Spencer Wills, at the annual 
meeting. 

He said that the company were 
now making a small beginning to 
the “formidable task of recoup- 
ing the initial losses.” Being first 
in the field, they had taken the 
major part in the launching of 
independent television and had 
had to bear the very substantial 
financial burden involved in so 
doing. 

Mr. Wills claimed that the 
business was now well and truly 
established. Their present order 
book was an indication of the 
confidence which advertisers had 
in the business. 

A proper balance of pro- 
grammes was essential for the 
company’s continued existence. 

He revealed that A-R are plan- 
ning television programmes for 
schools, and Paul Adorian, man- 
aging director, later said the pro- 
grammes would start at Easter. 
They would comprise most of the 
regular schools subjects, and 
textbook advertising was hoped 
for. Spots would be at the begin- 
ning and end of programmes, but 
not in the middle, he said. 


have reached a “sort of plateau,” 
said that there might be forces in 
the economy that decided that 
anything more than two per cent 
of the national income might be 
excessive. 

In the petrol business, said Mr. 
Nye, advertising expenditure 
was a good deal less than two 
per cent and represented a frac- 
tion of Id. a gallon. 

On the subject of techniques, 
Mr. Bell said that in the USA the 
“hard sell” was giving way to the 

“soft sell,’ employing under- 
statement, rather in the British 
manner. Ultimately, he thought, 
that was a gain. 

‘Promise of goods’ 

Socially and esthetically, adver- 
tising was also largely exonerated. 
Mr. Nye and Mr. Bell both re- 
garded it as essential to the opera- 
tion of a free society. Mr. Bell 
proclaimed that “by and large, 
what moves people to work is the 
promise of goods through adver- 
tising.” He also said that adver- 
tisers had been among the leaders 
in creating a modern style in the 
graphic arts, and Mr. Nye claimed 
that British advertisers were pre- 
pared to go further in advance of 
the public than was commonly 
realised. 

Mr. Bell's individual talk, “Ad- 
vertising—the impact on society,” 
had been given the previous Satur- 
day. In the course of it he de- 
fined the function of advertising 
as being “to seduce people, to 
make them dissatisfied with their 
standard of living, to make them 
want more, and to make them 
work for it.” 


BEL BENIN 


Thee Soasth al Coathanad Gltairity Board 
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Ad campaign booked while security 


clamp-down was on 


The advertising, press editorial 
and television publicity which 
occurred when the GEC were 
awarded a contract to build the 
world’s largest atomic power 
station in Scotland was, to use 
the words of M. R. Neville, 
GEC’s publicity manager, “a first- 
class example of team work in 
extraordinarily difficult circum- 
stances.” 

The advertising consisted of 
full-page insertions which were 
timed to appear simultaneously 
with the official editorial an- 
nouncements on Friday morning 
in the national dailies. Similar 
full-page advertisements are also 
appearing in Time and Life Inter- 
national and in the priacipal 
newspapers of Canada, Australia, 
New Zealand, South Africa, 
India, Pakistan, Italy, Spain, 
Switzerland and Western Ger- 
many. 

As these advertisements had to 
be prepared some considerable 
time before their appearance, 
three different drafts were pro- 
duced to cover the possible re- 
ceipt of any one of the three 
contracts. The company’s adver- 


Pre-planning and fast work enabled GEC to have this window display 
ready on the same date that their contract for the world’s largest atomic 
power station was announced. 


tising agents, Greenlys Ltd., first 
determined, for “an anonymous 
client,” the minimum time re- 
quired by the advertisement 
managers of the national news- 
papers for a firm space reserva- 
tion. 

GEC had been instructed to 
preserve strict security up to the 
time of the official announcement 
and exceptional steps were taken 
to maintain secrecy. For example, 
copy for the advertisements was 
“scrambled” and set up in type 
by three different printing houses. 

Window displays based on the 
advertisements were prepared for 
the company’s showroom windows 
in Kingsway and Glasgow. 


‘Financial Times’ 


to use TV 


On New Year's Eve, the 
Financial Times will start an ex- 
perimental series of TV_ spots 
from the Lancashire and York- 
shire stations. The 15-second 
spots—“designed to appeal to all 
with business interests’—will con- 
sist of news headlines for business 
men taken from the next day’s 
issue of the Financial Times. 
They will go out immediately 
before the last news bulletin for 
four nights each week and for a 
period of eight weeks. Pro- 
gramme contractors are Granada 
TV Network Ltd. 


New pencil agents 


Roles and Parker Ltd. have 
been appointed to handle adver- 
tising and press relations for the 
Royal Sovereign Pencil Co. Ltd. 
A campaign will start next month 
and will include press advertis- 
ing, cards and posters on London 
Transport trains and buses, and 
a continuous direct mail scheme 
directed towards stationery 
buyers, draughtsmen and artists. 
The engineering, architectural, 
design and stationery trade press 
will also be used. 
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ADVERTISER'S WEEKLY 


‘Wanted—more trade and technical audited 


circulations’ say [PA 


NEW BOOKLET FOR PUBLISHERS 


As part of its campaign to encourage publishers to provide 
circulation and breakdown information, the Institute of Prac- 
titioners in Advertising has produced a booklet entitled “The 
Importance of Circulation Figures,” aimed at publishers in 


the trade and technical field. 


Copies have been sent to the managing directors of — 
a 


houses and all advertisement managers of trade and technic 


| 


This window display in the Skefko 

Ball Bearing Company Ltd. show- 

rooms in Kingsway, London, 

emphasises the use made of SKF 

balls and rollers in the vehicles of 
the emergency service. 


Mammoth drive 
for ‘NoW’ on TV 


Next Saturday, the News of the 
World will launch “the biggest 
and most enterprising campaign 
that has yet been produced for 
commercial TV,” say the agents, 
the J. Walter Thompson Co. Ltd. 

Throughout the first half of 
1957, the News of the World will 
present a series of 15-minute 
commercials, at fortnightly fre- 
quency, giving viewers a “ 
prehensive insight” into _ its 
content and viewpoint. 
series will constitute by far the 
heaviest and most concentrated 
TV campaign that has yet been 
undertaken by any national daily 
or Sunday publication,” say 
JwT. 


journals. 

The booklet points out that 
“well under 10 per cent” of such 
journals issue ABC certificates. 
and emphasises that the lack of 
authentic circulation statistics has 
become * ‘increasingly embarrass- 
ing” to advertising practitioners, 
who are prevented from making 
a sufficiently critical selection of 
available media. 

“With the right figures to hand, 
most space buyers and media 
planners using technical and trade 
periodicals would be able to do 
a very adequate job in allocating 
space to their clients’ greatest 
advantage. Without these figures 
the job is impossible.” 

The IPA’s immediate objective 
is the provision of independently 
certified circulation data by all 
technical and trade publications 
with, where possible, a_ break- 
down to show where the copies 


go. 
Quick results 


And the booklet declares: 
“The Institute will continue to 
press for such audited figures, 
especially under the seal of the 
ABC. From indications, it seems 
that it may be possible to achieve 
most of this limited objective in 
a relatively short period 

“The matter is surely urgent 
not only for publishers, whose 
goodwill to their principal custo- 
mers cannot be doubted, but also 
for space buyers who, by making 
their problem known, can help 
publishers to provide them with 
the statistics they require in order 
best to serve their advertiser 
clients.” 


Servi. ice TV century 


In the week ending Sunday, 
December 16, Service Advertising 
Ltd. were responsible, for the first 
week ever, for over 100 TV spots. 


‘One in four’ ‘placed by Ad Bureau 


The December News Sheet of 
the Incorporated Society of 
British Advertisers refers to the 
work of the Advertising Appoint- 
ments Bureau, brought into be- 


ing in 1949 to provide a link 
between employers and 
employees. 


The principal of the Bureau. 
H. Q. Faichney, reveals that 
more than one in four of the 
persons registered during the first 
nine months of the year were 
successfully placed. 

The breakdown of placements 


according to salary levels per 
annum were as follows: Up to 
£499—-37 per cent: £500 to £749 
——-30 per cent: £750 to £999—18 
per cent; £1,000 to £1,499—12 
per cent; and £1,500 to £2,000— 
3 per cent. 

Of the total vacancies filled, 
about 35 per cent have been with 
advertising departments, nearly 
55 per cent in agencies, and the 
balance divided between media 
owners and other branches of 
advertising. The higher - paid 
positions have mostly been in the 
field of advertising management. 


At the Display Producers and Screen Printers’ Association Ladies’ Night, 
C. L. Jarrett, chairman of the organising committee, presents the president's 


wife, Mrs. kantay. with a ae 


Bigger ad drive 
for Furniture 
Exhibition 


The 1957 Furniture Exhibition, 
to be held at Earls Court, Janu- 
ary 23 to February 2, will for the 
first time be specially designed 
and organised for the public. 

The advertising programme re- 
presents a considerable increase 
on previous years, and, while the 
main press campaign consists of 
large spaces in London evenings, 
these will be supported by spaces 
in the national and provincial 
press. 

In addition the poster campaign 
of double-crown spaces on Lon- 
don underground and main line 
London and provincial stations 
will run throughout January. 

Rumble, Crowther and Nicholas 
Ltd. are again the agents. 


from garden to tin in two hours 


22e2eaee6e- 


HARTLEY'S 


Fres/> GARDEN PEAS 


Press, posters and TV are being 
used in a new campaign for 
Hartley's Fresh Garden Peas. The 
TV commercials have already begun. 
Full colour pages in women's 
magazines begin next month, and 
the poster campaign starts in 
February. The copy theme. is 
“Garden freshness,” and the cam- 
paign slogan is “From garden to tin 
in two hours.” This is the poster 
designed by Eckersley. Agents are 
London Press Exchange Ltd. 


F. J. LeMay looks on. 


TAM survey of TV’s 


effect on cinemas 
Evidence of how the in- 
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sulted in a decrease in cinema- 
going is shown by the results 
of a TAM survey of more 
than 1,000 homes in the Croy- 
don transmission area. 

The figures, say TAM, pro- 
vide a “significant sidelight” 
into the recent closure of many 
cinemas throughout the coun- 
try. In answer to the question, 
“Did you go to the cinema last 
week?” 10 per cent of the 
housewives in BBC-only TV 
homes and 11 per cent of 
housewives in ITA homes re- 
plied “Yes,” compared with 
15 per cent in non-TV homes. 

TAM states : “These figures 
provide a reasonable indica- 
tion that as the number of TV 
homes increases there will be 
an even further decrease.” 


Two new Lytle 
fruit drives 


Two big campaigns for fruit 
will start in the New Year. The 
first is for Mediterranean oranges 


from Algiers, Italy, Israel, 
Morocco, Spain and Tunis. 
Spaces will be in the Daily 


Express and Daily Mirror ; half- 
pages in full colour in /llustrated, 
John Bull and Woman's Own; 
and two-colour ads in Woman ; 
and 15-second spots on all com- 
mercial TV stations from the be- 
ginning of January to April. 
Coverage in the areas where 
there is no commercial TV will 
be provided by cinema filmlets. 
The other campaign is for Jaffa 
grapefruit, and includes _half- 
pages in full colour in Woman 
and Woman's Own during 
January, February and March. 
There will be 12 15-second 
spots on all commercial TV 
stations, and strong coverage in 
the cinemas in other areas. 
Agents handling both cam- 
paigns are C. J, Lytle (Advertis- 
ing) Ltd. 
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1957 AD MAN'S DIARY OF EVENTS 


JANUARY 
DaTEsS 


1-12.— — Boat 

4. _DPSPA Midland Branch 
Annual General Meeting. 

7.—Newspaper Conference Annual 
General Meeting, London. 

9.— Advertisi Club of Oxford 
Annual inner and Dance, 
Randolph Hotel. 

12-13.—Club Development Com- 
mittee Meeting, Birmingham. 

12-18.—_Harrogate International 
Toy Fair. 5 

16.—Institute of Packaging Scot- 
tish Branch Annual Dinner, 
North British Hotel, Glas- 


Show, 


gow. 

19-20.—Institute of Practitioners in 
Advertising Two-Day Course 
(Intermediate), Belgrave 
Square, London. 

22.—Bradford Publicity Associa- 
tion Annual General Meeting, 
Victoria Hotel. 

22-Feb. 1.—Packaging Exhibition, 
Olympia. 

23-24.—Packaging Convention on 

Food, Olympia. 

23-Feb. 2.—Furniture Exhibition, 
Earls Court. 

24.— Advertising Association Offi- 
cial Luncheon, Dorchester 
Hotel, London. 

25-—Publicity Club of Notting- 
ham Annual Dinner. 

25.—Press Advertisement Mana- 
gers’ Association Annual 
Gala, Connaught Rooms, 
London. 

AA Market Research Course 
for Students, Manchester. 
-Institute of Packaging Ball, 
Grosvenor House, London. 
Incorporated Sales Managers’ 
Association Annual Dinner, 
Claridge’s, London. 


FEBRUARY 
DaTEs 


2-3.—AA-IPA Joint Teachers 
Training Course, Birmingham. 

4-8.—Gifts and Fancy Goods Fair, 
Blackpool. 

45—-Young Newspapermen’s 
Association Spring Meeting, 
Manchester. 

12.—Display Producers and Screen 
Printers’ Association Mem- 
bers’ Luncheon and Annual 
General Meeting, Park Lane 
Hotel, London. 

13.—Institute of Public Relations 
Luncheon Meeting. Speaker : 
Mr. R. A. Butler, MP. 
Criterion, London. 

14.—Society of Industrial Artists 
Fancy-Dress Dance, Café 
Monico, London. 

15.—Manchester Publicity Asso- 
ciation Ladies’ Evening, Mid- 
land Hotel. 

22-25.—Young Master 
Conference, Peebles. 

22.—Publicity Club of Newcastle- 
Upon-Tyne Annual Dinner. 
Tilleys Restaurant. 

25-March 1.—Hardware Trades 
Fair, Royal Horticultural 
Halls. 


Printers’ 


25-March 31.—Fourth British Toy 
Fair, Brighton. 


MARCH 
DaTes 


1.—ISMA National Ladies’ Night, 
Grosvenor House, London. 

4-8.—British Textile Show, Earls 
Court. 

5-30.— Ideal 
Olympia. 

8.—East Anglian Publicity Club 
Annual Dinner and Dance, 
Great White Horse Hotel, 
Ipswich. 

8.—Master Sign Makers’ Associa- 
tion Annual Dinner and 
Dance, Park Lane Hotel, 
London. 

9.16.—National Hair and Beauty 
Week 

15-17.— —Market Research Society 
Conference, Brighton. 

19-20.— Newspaper Adveriising 
Conference, Leamington Spa. 

20. -AA Export Conference, 
Church House, Westminster. 

22.—Publicity Club of London 
Gala, Grosvenor House, Lon- 


Home Exhibition, 


don. 
28.—PAMA Annual 
Meeting, London. 
29.—-Grand National, 
29-31.—IPA Two-Day Course 
(Final), Corpus Christi Col- 
lege, Cambridge. 
30.—BOAT RACE. 


APRIL 


General 


Aintree. 


Dates 
1-14.—French Fortnight. 
3.—Newnes Golfing Socicty  v. 
Inveresk Golfing Society, Den- 
ham G.C. 
5-7.—NAGS Week-End, Sandwich 
GO. 
8-11.—National Display Conven- 
tion and Exhibition, Royal 
Horticultural Halls. 
-IPA Membership Final and 
Associate Membership Inter- 
mediate and Final Examina- 
tions. 
IPA Golf Circle Spring Meet- 
ing, Moor Park G.C. 
IPA Annual General Meeting 
and Annual Dinner = and 
Dance. 
-British Association of Indus- 
trial Editors Northern Region 
Annual Meeting, Manchester. 
.—PATRA Rotary Letterpress 
Conference, Connaught 
Rooms, London. 
Publicity Club of Nottingham 
Annual Meeting. 


MAY 
DaTEs 


1-4.—AA ANNUAL 
ENCE, Brighton. 

4.—FA CUP FINAL, Wembley. 

6-17.—BRITISH INDUSTRIES 
FAIR, Castle Bromwich 


9-10, 


CONFER- 


7-17.—Instruments, 
and Automation 
Olympia. 

7.—Newspaper 
Dinner, 
London. 

8.—Newspaper Society Annual 
General Meeting, London 

8-10.—Federation of Master Pro- 
cess Engravers’ Annual Gen- 
eral Meeting, Hotel Majestic, 
Harrogate 

9-11.—BAIE Annual Convention. 
Cairn Hydro Hotel, Harro- 
gate. 

10-28.—Tie Week. 

11.—Newnes Golfing Society v. 
Odhams Press Golfing Society, 
Burnham Beeches G.C 

13-17.—London Gift Fair, 
andra Palace. 

13-18.—Advertising Joint 
mediate Examinations. 

14-18.—AA Examinations. 

15.—IPA Discussion Group 
Annual General Meeting and 
Annual Dinner. 

15.—NAGS Spring Meeting, Berk- 
shire G. 

17-19.—IPR iii Week-End 
Conference, Brighton. 

17-20.—Scottish Newspaper Pro- 
prietors’ Association Annual 
Conference, Bruce Hotel, Car- 
noustic, Angus. 

22.—Newnes Golfing Society 
Spring Meeting and Dinner, 
Moor Park G.C 

24.—Publicity Club of Leicester 
Annual General Meeting, 
Grand Hotel. 

24-28.—ISMA Annual Conference, 
Grand Hotel, Eastbourne. 

25-29.—British Federation of 
Master Printers Annual Con- 
gress, Blackpool. 

30.—Incorporated Advertising 
Managers’ Association Annua] 
Dinner and Dance, Park Lane 
Hotel, London. 

W-June 4.—First Test 
West Indies, 


Electronics, 
Exhibition 


Annual 
Hotel. 


Society 
Dorchester 


Alex- 


Inter- 


Match y. 
Birmingham 


JUNE 


Dates 

3.—Publicity Club of London 
Special General Meeting, Wal- 
dorf Hotel. 

5.—DERBY, Epsom. 

7-29.—Festival of Women, 
bley. 

13.—NAGS Invitation _ Fillies’ 
Meeting, Sunningdale G.C 

17-19.—Association of Health and 
Pleasure Resorts Conference, 
Morecambe. 

17-20.—British Poster Advertising 
Association Annual Confer- 
ence, Gleneagles. 

18-21.—Royal Ascot. 

20-25.—Second Test Match, Lord's 

22.—Newnes Golfing Society 1 
Fleetway Golfing Socicty, 
Ashridge G.C. 

24July 6.—Tennis 
ships, Wimbledon. 

26—PATRA Annual _ General 
Meeting and Exhibition, Con- 
naught Rooms, London. 


Wem- 


Champion- 


JULY 
DaTEs 


4-9.—Third Test Match, Notting- 
ham 

8-11.—Grocery Trades Fair, 
Horticultural Halls. 

10-20.—British Plastics Exhibition, 
Olympia. 

10.—Newnes Golfing Society vy. 
W. H. Smith Golfing Society, 
RAC Country Club. 

10.—NAGS Summer 
Wentworth G.C. 

25-30.—Fourth Test Match, Leeds. 

30-Aug. 2.—Racing at Goodwood. 


AUGUST 
Dates 


22-27.—Fifth Test Match, 


Oval. 
28-Sept. 7.—Radio Show, 
Court. 
31.—COMMERCIAL TV OPENS 
IN SCOTLAND. 


SEPTEMBER 


Dates 
6.—Illustrated Newspapers Ltd. 
Golf Meeting for The Sphere 
Challenge Cup, Royal Mid- 
Surrey G.C. 
11-13.—INTERNATIONAL AD 
VERTISING CONFER. 
ENCE, The Hague 
18.—NAGS Autumn 
Sunningdale G.C 
International Handicrafts, 
Homecrafts and Hobbies Ex- 
hibition, Earls Court 
19-25.—INTERNATIONAL 
VERTISING 
VAL, Cannes 
21.—Newnes Golfing Society vy. 
Hazell-Sun Golfing Society, 
Hadley Wood GC 
25.—-Newnes Golfing Society 
Autumn Meeting and Dinner, 
Royal Mid-Surrey G.C. 
26-30.—NAGS Week-End. 


eagles. 
OCTOBER 
Dates 


36.—IPA NATIONAL CON- 
FERENCE, Birmingham. 
“Films in the Service of 
Industry” Festival, Harrogate. 
16-26.—Motor Show, Earls Court. 
21-26.—International Fisheries Ex- 
hibition, Lowestoft. 


NOVEMBER 
DaTEs 


13.—Newspaper Society Half- 
Yearly Meeting, London. 

20.—AA Annual General Mecting 
and Annual Dinner and 
Dance, Grosvenor House, 
London. 


DECEMBER 
DaTEs 


13.—Publicity Club 
Annual Dinner 
Grand Hotel. 


Royal 


Meeting, 


The 


Earls 


Meeting, 


AD- 
FILM FESTI- 


Glen- 


8-12. 


of Leicester 
and Dance, 


aU tes UNDERWEAR 
The Specialited, Trade pournal, 


Apply for particulars to Advertisement Manager, Phoenix Building, Berridge Street, Leicester or 47 Hertford Street, Mayfair, London, W.I. 
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Appointments 
at Conde Nast 


H. W. Yoxall, managing director 
of the Condé Nast Publications Ltd. 
since 1936, has been appointed 
chairman of the company, with 
effect from Tuesday. Mr. Yoxall is 
also president of the Periodical Pro- 
prietors Association. Reginald A. 
F. Williams, a director of the Condé 
Nast Publications since 1947 and 
recently appointed assistant man- 
aging director, will become manag- 
ing director. As managing director 
he will retain his responsibility for 
the general advertisement policy of 
the company. 

* * a 

Peter Owens (Domas) and George 
Gamlin (McConnell’s) were the 
principal speakers against the 
motion “That Advertising 1S 
Becoming a Menace” at the Dalkey 
Debating Society in Dublin recently. 
The motion was defeated. 

* * * 

At the fifth annual general meet- 
ing of the Association of Circula- 
tion Executives, at the Connaught 
Rooms, the following officers for 
1957 were elected—chairman: J. E. 
Sefton (Kemsley Newspapers Ltd.); 
vice-chairman : E. A. Stevens 
(Daily Herald and Sporting Life); 
honorary secretary: A. E. Mason 
(BBC Publications) ; honorary 
treasurer: W. G. Pyatt (Reveille 
Newspapers Ltd.): members of the 
governing committee: R. P. Chap- 
pell (George Newnes Ltd.); J. A. 
Coombs (Sunday Pictorial News- 
papers Lid.); Hall (BBC 
Publications); and Rhys Thomas 
(Associated Newspapers). 


35 years’ service 


V. J. Bainbridge, in charge of the 
accounts in the publicity division 
of Sieman’s Ediswan, has completed 
3§ years’ service with the firm. A 
presentation, in the form of a gift 
token, was made to him at the 
Long-Service Association dinner. 

* * * 


Stuart Rose, a member of the 
board of Samson Clark & Co. Lid., 
has been elected a Fellow of the 
Society of Industrial Artists. He 
has been a member of the Society 
for over 20 years. Mr. Rose is 
printing consultant to the Federa- 
tion of British Industries and a 
governor of the Central School of 
Arts and Crafts. He is also art 
editor of Progress, the Unilever 
magazine, and for five years was art 
editor of Design, the journal of the 
Council of Industrial Design. He 
joined Samson Clark in January 
and is in charge of all creative 
activities 


Wa! 
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kers 


eli, Si is Teelimited 


W. C. Paterson has been ap- 
pointed chief publicity officer for 
the Head Wrightson group of com- 
panies. Mr. Paterson, who was 
advertising manager of Head 
Wrightson Processes Ltd., will now 
be responsible for the overall plan- 
ning of advertising and public 
relations. 

* * * 

J. D. Stewart, lan W. S. Wilson 
and A. Augur East have been ap- 
pointed members of the Scottish 
committee of the Council of Indus- 
trial Design. Mr. Stewart is man- 
aging director of Wyllie & Loch- 
head Lid.; Mr. Wilson is managing 
director of Pillans & Wilson Ltd.; 
and Mr. East is managing director 
of East Brothers Ltd. and of John 
Scott & Co. Ltd. 

* * * 

Anthony J. Parker has been ap- 
pointed to the board of Clinton- 
Wall Publicity Ltd., Birmingham. 
He was previously a director of 
Maurice G. Parker Ltd., and during 
the past year has been a senior 
account executive with ABC Tele- 
vision Ltd. in the Midlands area. 


T. Downing joins 
Rank organisation 


Tony Downing has been ap- 
pointed controller of overseas 
advertising and _ publicity for 
J. Arthur Rank Overseas Distribu- 
tors from January 1. He succeeds 
Geoffrey Martin, who will transfer 
to the new Rank American Dis- 
tributing Co. Mr. Downing was 
previously with Voice & Vision Ltd. 

7 + 

John Duguid, a copywriter with 
Smiths Advertising Agency Lid., 
is leaving to go to the United States 
of America, where he will work in 
an agency. 

* - + 

Iwo further assistant executive 
officers of the National Milk Pub- 
licity Council are Miss Mary Cor- 


H. W. Yoxall &.. 4. Fs 


bridge and P. J. Hopwood. Miss 
Corbridge, who is responsible for 
the educational programme of the 
Council, was previously at Foote, 
Cone & Belding Ltd., where she 
was a home economist. She has 
also been a public relations execu- 
tive with Campbell-Johnson Ltd. and 
Concord Public Relations Lid. 
Mr. Hopwood is responsible for 
liaison with the Council's four 
advertising agencies. He joined the 
Council from Winter Thomas Co. 
Ltd., where he was an account and 
television executive. Before this he 
was with the Royal Doulton Pot- 
teries as assistant publicity manager. 
* * * 

Francis A. Rea, formerly with the 
Press Association sub-editorial staff, 
is joining Howard S. Cotton 
Ltd. Mr. Rea came to London 
as a Daily Herald reporter in 
1953 from the provinces. Subse- 
quently he joined the Hertfordshire 
Mercury, becoming deputy editor 
and leader writer, before taking up 
his appointment with the Press 
Association 

* * * 

Sidney Henschel, advertisement 
director Financial Times, has 
re-elected acting hon. secretary and 
hon. treasurer of the Guild of 
Motoring Writers, which now has a 
membership of 145. 

* * * 

Tom Smith, chairman of Smiths 
Advertising Agency Ltd., has been 
on a trip to Paris this week to 
attend an international conference 
of the Dr. Scholl Organisation. 

* *« *x 

Cc. H. W. Roles has been ap- 
pointed publicity consultant to 20th 
Century Electronics Ltd. 


The usual gathering of clients and press representatives attended Alfred 

Bates & Son Lid.’s annual Christmas luncheon at the Midland, Manchester. 

In this group are (left to right) S. W. Colyer (TV executive, Alfred Bates); 
othschild 


W. D. Pooley (Thompson & Capper); 
and G 


. 


- MANCHESTER | 


D. S. R 


(Middleton Tower) 
(Kemsley). 
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Williams Stuart Rose 


Named a Thos. Cook 


ad controller 


_D. J. Trotter, Bridlington’s pub- 
licity manager for the past four 
years, has been appointed an adver- 
using controller with Thomas Cook 
& Son in London. He has resigned 
from his position with Bridlington 
Corporation. The publicity com- 
mittee are recommending that appli- 
cations be invited for a publicity 
manager at a salary starting at £656 
and rising to £784. 
* * * 


C. A. Vian has been appointed 
chairman of Morgan Brothers (Pub- 
lishers) Ltd. on the death of Sir 
Austin Hudson. He will continue to 
hold his present office of managing 
director. 

* * 

Nigel A. Rainbow, managing 
director and chairman of Nigel 
Rainbow & Partners Ltd., has now 
returned to business following a 
period in hospital with a slipped 
disc. Mr. Rainbow is spending his 
time between the head offices in 
Gower Street and the company's 
Radlett office. 

os * * 

McCann - Erickson 
Lid. have appointed Roy 
as an account executive. 
be directly responsible to John 
Clark. He was formerly export 
—_ with Erwin Wasey & Co. 


Advertising 
Charterton 


He will 


@ More News About People 
on page 21 


OBITUARY 


James Orr 


James Orr, who was the first 
advertising manager of the Scottish 
Co-operative Wholesale Society, has 
died. He was 83. Mr. Orr, who 
retired in 1939, served the SCWS 
for 45 years. He was responsible 
for publicity in the years before the 
creation, in 1912, of a separate 
department for publicity and adver- 
tising, and he then became manager 
of that department. 


J. MeNair 


The death has also occurred at 
the age of 55 of John McNair, who 
was associated with Mr. Orr for 
many years as a member of the staff 
of the SCWS advertising depart- 
ment. 
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ONE IN A SERIES PRODUCED BY BOWATERS FOR THE BENEFIT OF THE YOUNGER MEMBERS OF THE PRINTING INDUSTRY 


a 


The right ink 


Folding machine-minder, John Bazen, takes sections of ‘The Field’ from one of the folding-machines at Gale & Polden, Aldershot. 


“Take the ink-maker into your confidence if you want the 
kind of result that keeps you and your customers happy” 
says Mr. Pat Foulds, works manager of Gale & Polden, 
Aldershot. “‘That’s a useful tip I can give to any young 
printer.” As an example of his own advice successfully 
taken he cites The Field, a weekly class magazine which 
Gale & Polden print on Cotinex T. The run is approximately 
40,000; page size and number of pages are both large; 

the schedule allows only 48 hours between completing 
setting and completion of despatch. “‘ When we took the 
job on we realised that no time could be lost at any stage,” 
says Mr. Foulds, “‘and the drying time required for printed 
sheets would be critical. We put our problems 

to the ink-maker and he was able to supply us with 
quick-drying ink, right for this paper, that enables us 

to start folding within 90 minutes of the sheets coming 

off the press.” 


The range of Bowaters’ roll-coated papers comprises 


COTINE, SUPER-COTINE, COTINEX 
COTINEX T and LITHOCOTE 

They are made in various finishes to meet a range of needs, 
from inexpensive commercial printing to full-colour 
reproduction work. These papers are in heavy demand and 
we are obliged to fulfil orders in strict rotation. 


At 32, PAT FOULDS (seen at left below in conversation 
with Ernest Redmile) is one of the youngest printing works 
managers in the country. Born in Aldershot, he followed 
a family tradition by joining Gale & Polden Ltd. when he 
left school (at one time there were five Foulds on the G. & P. 
payroll). Has widened his experience by spending eighteen 
months with Tillotsons of Bolton and three months at 
Bowaters’ Sittingbourne Mills — where he studied under the 
Bowater Scholarship scheme. Married, with two children, 
Mr. Foulds plays cricket in the summer months and reads all 
the year round...anything from Ibsen to The Field, The Queen, 
Spectator and other magazines which Gale & Polden print. 


Paper and Board Division, 


BOWATERS SALES COMPANY LIMITED 
Bowater House, Stratton Street, London, W.1. 
MAY fair 8080 
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THE CLIENT GAME, OR— 


THE MAN 


WHO CALLS 


THE TUNE 


Poy CaSH VOUCHER: “To enter- 
taining client: £2 4s. 64." “To 
entertaining potential client: £24 6s.” 

And further to that, the young learner 
asked his account executive: “What is 
an entertaining client and why are 
potential clients always so much more 
entertaining?” 

That is one of the myths of agency- 
client relationship. Another can be found 
in Proverbs ch-IV v. 8; “Exalt her, and 
she shall promote thee: she shall bring 
thee to honour, when thou dost embrace 
her.” 

Many people spend their advertising 
lives living within one or other of its 
myths. Once it was the writer; then it 
was the power of the executive; now 
perhaps it is to move into the heart of 
the mystery itself, the deep penetration 
into what is known as the “brand image” 
(the libraries report increased borrowings 
among agencies of Margaret Mead and 
Robert Graves). 

But, by and large, clients have been 
more for reality than they have been for 


myth. This last month, for example, 
they have had to watch while our 
economists decide whether this is a 


deflationary or an inflationary period. 
Ihe fact that the economists have not 
decided is of little comfort (or indeed— 
an older, Shinwellian, phrase—of little 
warmth) to any one of them. 

So here we meet an immediate and 
only too solid reason for realism. The 
clients (and as a sample for the basis of 
this article let me take manufacturers or 
distributors selling consumer goods) do 
not know whether they will be able to 
make, package or distribute their pro- 
ducts on a national scale six months 


hence. Have they enough fuel to make 
them? Enough paper to put them into 
packets? Enough salesmen to sell them? 


But the trouble with reality, like myth, 
is that it is habit-forming. 

It took a great many producers of 
consumer goods (and, alas, industrial 
exporters) to come out of the realism of 
the last war and understand that things 
were changing quickly. Our national 
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BERNARD GUTTERIDGE, author of ‘The Agency 
Game.” discusses here the beliefs of that Very 
Important Person in advertising—the CLIENT... 


inability to sell certain types of capital 
equipment was matched by an inability 
to sell modern consumer goods within 
the first, product determination period 
after the war. 

But the real tragedy has been our 
feeble attempt to get an export market. 
| would say the best single group contri- 
bution to export planning since the war 
has been the advertising agencies; and 
the worst, some of their clients. Some, 
of course, have been magnificent and yet 
(this is such a pity) ruined their own 
home markets just as they have earned 
us all dollars. But in the main they have 
been bad. 

Of many recent comments on adver- 
tising that would obviously be of interest 
to the advertising-marketing area of 
agencies and their clients, here are two 
quotations well worth putting down; one 
for its obvious truth, another for its 
falsity. The first comes from an article 


‘‘Exalt her and she shall promote thee . . .”’ 


in Advertising Age about the reasons why 
the Simoniz company in the USA chose 
Young and Rubicam as their advertising 
agents. 

“We have the manpower and trade 
acceptance to get distribution on new 
products. But before we move we must 
have strong assurance that we can estab- 
lish a brand franchise for the product 
through advertising . Simoniz can 
work out their own = distribution 
problems and probably do an acceptable 
job of media selection . . . but we know 
it would be next to impossible to match 
an agency's creative ability.” 

There is an expert—client—speaking. 

Here is an expert—design—speaking 
(Hans Schleger in Advertising Review): 

“The designer’s images can be a lan- 
guage more penetrating than words. If 
you should doubt the strength of his 
language, ask what you would remember 
about the tower of Pisa if it had been as 
straight as other beautiful Italian towers.” 

The first is commonsense, and recog- 
nisably so. The second is two-sided 
nonsense. Nonsense in the first place 
because what people know about the 
tower of Pisa is that it is leaning (a word 
to describe it) and of those people many 
quite obviously have not seen ii or pic- 
tures of it (as they have not of the 
hanging gardens of Babylon). 

The second bit of nonsense is that the 
whole image is a verbal one—“the lJean- 
ing tower of Pisa.” There is a good 
scattering of improper verse about it and 
not, I would guess, more than one 
improper drawing about it. 

The reality of factory sales links 
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‘Entertaining the client, Sir, isa ae 
activity, not a minor’s one 


with the reality of the future. Perhaps 
the client came fully into (or is coming 
fully into) the advertising picture far later 
in this country than in the USA. And 
how fully they go into it is shown by the 
two quite excellent articles in Fortune on 
advertising. 


* 


Tx FIRST of the myths that clients 
explored was obviously with themselves 
as patron: the writer first, and then the 
artist. Later, as I wrote earlier, it has 
been moving as it must always move; so 
that perhaps we might say of ourselves 
as advertising folk (agencies plus clients) 
that as of now we are on a slow rebound 
from the research myth. And fhis is the 
one that really attracted the clients; 
because out of it came a very simple 
formula. A good formula if well used, 
but a very simple, or dotty, formula if 
mismanaged. 

It was possible to find out who liked 
your product; then why, where, and 
so on, they bought it. Palpably, 
you only had to follow your nose. 
I once asked the late Norman 
Cameron one of those silly questions : 
“Tell me, Norman, what is the best 
headline you ever wrote?” And he 
answered, “Well, if I was to believe 
all I am told, it was: ‘Women of 
Wolverhampton, Read This!” 

This is, of course, one of the formulae 
that clients as well as agencies jumped 
for. It is as fallible as the brand image 
formula. As fallible as the “unique- 
selling-point” formula. But the moment 
that there is new theory afoot in the 
agency world, that is the time for clients 
to take stock, tread warily, etc. 

Nobody should know more about their 
products than the advertisers do. But 
their real function is to know about the 
products and not shilly-shally about in 
the indefinable areas. They live with 
their products. They see them on to the 
drawing board, through the jigs, into the 
shops and over the counters. They are 
realists about these processes. 

They must not be—and this is essential 
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THE MAN WHO CALLS THE TUNE 


mythicists about any one of them. 
Some, of course, plant their fruitful 
symbols themselves, and leave the sales 
manager to tend the plantation, and the 
sales force to sell the resultant guavas up 
Clydeside that winter at a dollar apiece. 
But in the average, they like and accept 
(see the Simoniz comment earlier) that 
their agency can do a lot for them with- 
out their imposing the myth. Simoniz 
were, of course, attracted by the Y & R 
creative work, but they also knew the 
very solid background to the creative 
department in that agency. Without real 
and large (these days) research, market- 
ing and television departments, effective 
creative work cannot be produced. 
Television is the thing I should be 
continually worried about if I owned 
something that sold in grocers’ shops. 
I should subscribe to every single 
information service that had anything 
to do with it; and would expect my 
agency to have people who could 
translate those services to me. 
1 should resist even more than evet 
my classical ambition to let my niece 


“‘The designer's images can be a ~ ine 
more penetrating than words, darling . 


have a go at it and for once | would 
let neither my factory nor my face 
appear. As I would not use an agency 
which employed free lance copywriters, 
so I would not use one which could not 
write, visualise, and even direct its own 
commercials. 


* 


Acen Y-CLIENT relationship should 
not be a marriage of twin souls. It 
should be a constantly exciting affair, 
and as I am on the woman's side of 
this happy state of affairs I think I could 
be allowed to write down a few rules for 
my spouse (this smacks of the divorce 
court, but as we are not married there 
is more give and take). 

1. The two really important things in 
Britain at this moment are capital 
investment in skill and machinery. This 


CONTINUED 


is up to you, whether you make diesel 
engines for India or biscuits for Corn- 
wall. We, your wives (some of you have 
several), cannot operate efficiently on 
your behalf unless you operate efficiently 
on Britain’s behalf. Among the ways 
you will achieve these ends is the adver- 
tising you direct to your workmen, and 
their wives, and the community they live 
in. Telling them why automation helps 
them, gives them more leisure and more 
money. 

2. Equally as you are not afraid to tr; 
new machinery, new products, do not be 
afraid of new ideas in advertising. Don't 
be afraid of media experiments. And in 
this respect, ask your advertising manager 
to show you how many different cam- 
paigns Guinness are running at this 
moment. 

3. Always remember that that adver 
tising manager of yours is not an expen 
sive luxury. Ask your American friends 
how much pay and authority their 
advertising managers get and you may 
find he is an extremely inexpensive and 
hard-worked chap (he has to meet 
account executives and even, God help 
him, artists). 

4. Always be kind to copywriters —an 
occasional nod. 

5. Remember the story Cooper Bene- 
dict of Procter and Gamble used to tell. 
(I have already quoted this story in 
ADVERTISER'S WEEKLY when I was once 
accused of giving bad advice in a book 
| wrote for the young, but it bears con- 
stant repetition.) He was talking about 
the inadvisability of launching poor pro- 
ducts on the British housewife. 

A chap, fairly drunk, went into a 
Manhattan bar and demanded a drink 
of the barman. The barman said he 
reckoned he had had his quota for that 
week. 

“Look, Mac,” said the customer, “I'm 
not drunk. Bet you ten dollars | can tell 
you the ingredients of any drink you 
care to mix.” 

The barman agreed, turned his back 
and mixed a drink and handed it to the 
customer. 

**Seasy,” he said, after taking it in one 
gulp. “Scotch, rye, tomato juice, vodka 
and coke.” 

The amazed barman said how right he 
was and agreed to a double or quits. 

“Easy again! Mixture as before plus 
Tio Pepe, Martell, pink, orange bitters, 
Drambuie and a Volnay.” 

Of course, he was right; 
was doubled again. 
him a glass of water. 

He drank it down, and pushed all the 
money back to the barman. 

“OK, Mac,” he said, “So you beat me. 
But I'll tell you one thing. It won't sell.” 


and the bet 
The barman poured 
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( yNE of the most novel pack- 
ages to be found in the 
shops this Christmastide came 
from Philips Electrical Ltd., 
and contained lamps. 
The pack converted 
cuild’s toy travelling bag. 
Designed for two 60w. or two 
Ow. lamps, it was of strong 
irdboard, printed in red, yellow 
ind blue. When the lamps were 
removed, the top flaps of the pack 
(which were perforated) formed 
the handles of the bag. The per- 
forated sections divided into rail- 
way tickets, a luggage label which 
fitted into slots in the side of the 
bag, and seven shillings in card- 
board money. 


into a 


* * * 


A PROBLEM confronted W. & A. 
Gilbey Ltd., when they decided 
recently to redesign and 
modernise the quart bottle for 
their “Odds On” wine cocktail. 

They wished to complete the 
package with a re-use polysty- 
rene tumbler but could. at first, 
find no safe way of holding the 
two together. The idea of putting 
a screwthread on each was re- 
jected when it became clear that 
machine-made bottles could not 
be relied on to form accurately 
enough for this purpose. Any 
type of clip-on seating was dis- 
counted for the same reason. 

With the help of British Cello- 
phane Ltd., however, Gilbey’s 


found the answer—to place the 
upside down, over the 
which is 


tumbler, 
top of the 


bottle, 


Housewives 
Regularly Read 


| 


PACKAGING & POINT-OF-SALE DISPLAY 


Among a mass of seasonal 


items, OUR PACKAGING CORRESPONDENT 


found— 


A lamp container that 


changed to a travel bag 


specially ridged above the 
shoulder to form a seating and to 
overwrap both bottle and tumbler 
in cellulose film by the shrink- 
wrap method. 


This method makes use of the 
fact that the non-moistureproof 
type of “Cellophane” film can be 
stretched when damp and will 
shrink on drying. The tumbler 
is held so strongly to the bottle 
that the latter can be raised by 
lifting the tumbler. The trans- 
parent film also serves to keep 
the bottle, label and tumbler 
clean and gives the whole unit 
an attractive gloss. For the 
Christmas trade Gilbey’s em- 
ployed eight girls on hand-wrap- 
ping bottles and tumblers. The 
unit was available Christmas gift- 
packaged in a carton, svecially 
designed by W. M. de Majo. 
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KENT MESSENGER 


GROUP 


A NEw storage tin, designed by 
Richard Lonsdale-Hands Associ 
ates Ltd., for Peek, Frean & Co. 
Ltd. has, as a main feature, a 
check pattern on the lid and sides 
of the container. Inside the series 
of windows of the design appear 
“Mr. Peek” and “Mr. Frean”— 
jong associated as symbols of the 
company. 

On the lid of the tin these two 
figures reappear, dressed in black 
and white, introducing the 
familiar Peek Frean flash in red, 
which bears the slogan “Famous 
Biscuits.” On each side of the 
tin the flash reappears with the 
slogan inside the panel alternating 
with the description of the con- 
tents: “P.F. Assorted” biscuits. 

This tin will prove very useful 
to any household. 


The Steiner people 
came out with two 
special Christmas 
presentation boxes. 
“Handmilk” and 
“Refresh” skin 
tonic formed one 
set, and “Hand- 
milk” and “Smart 
Set” the other. The 
products were 
packed in an 
aubergine tray with 
transparent film 
cover. 
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“Cellophane” film 
tumbler firm. 


The new Peek, Frean & Co. Ltd., 


tin has valuable domestic 
use. 


after 


The Philips people came out this Christmastide with a lamp container 
that could be easily transformed into a child's toy once the electric 
lamps had been removed 


kept the 
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Trapinex point-of-sale displays are 
cleverly constructed for pleasing 
presentation and strong sales appeal, 
from original designs produced by 
our unique team of artists and 
designers. 

Modern methods of reproduction 


and construction are used to give 


a complete service of which we are 
justly proud. 


Ring or Write today : 


TRAPINEX 


COMPLETE DISPLAY SERVICE 


TRAPINEX LTD. DISPLAY DIVISION 


176 Acre Lane, Brixton, London SW2 
Telephone : BRixton 2057 (4 lines) 


COUNTER DISPLAYS - WINDOW DISPLAYS 


SHOWCARDS - TUBE CARDS - POSTERS - ETC. 
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S the New Year breaks, 
there is a greater concen- 
tration on the entertainment 
value of exhibitions and 
evidence of greater competition 
to attract the crowds. 

lake for example _ Britain’s 
Third National Boat Show 
organised by the Ship and Boat 
Builders’ National Federation and 
sponsored by the Daily Express. 
It opens on January | with the 
avowed intention of packing 
into the Empire Hall, Olympia. 
more than the 150,000 visitors the 
show had last year before closing 
on January*12. It will be the 
biggest-ever show of its kind with 
nearly 200 boats on view. 

As a counter-attraction to the 
National Boat Show, Sam 
Cotton, press officer to the annual 
National Schoolboys’ Own Exhi- 
bition, to be held at the Horticul- 
tural Halls, Westminster, from 
December 31 to January 12, tells 
me that they are providing a 


14 


THE EXHIBITION WORLD 


Looking at the events scheduled 
for early in the New Year 
our EXHIBITIONS CORRESPONDENT 


notices a trend to— 


More fun and games in bid 


to draw bigger crowds 


“something 
theme. 
New exhibitors this year in- 
clude Metropolitan-Vickers Elec- 
trical Ltd., the Radio Society of 
Great Britain; the National Peace 
Council; London Telecommuni- 
cations Region; the London 
Diocesan Council for Voluntary 


old-something new" 


@ group of nine 
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. The most niet: read wail wie 1 
journal in the field of textiles 


31 KING STREET WEST, MANCHESTER 3 
50 TEMPLE CHAMBERS. 


TEMPLE AVENUE €£C.4 


TM. 1 


Religious Education and Morgan 
Crucible Co, Ltd. 


The Radio Society will offer 
visitors an Opportunity to practise 
morse transmission: the Peace 
Council's subject is headed 
“Youth Builds For Peace”: and 
the London Diocesan Council 
will deal with inquiries regarding 
i career as a parson. The Morgan 
Crucible people will show the 
basic manufacturing methods 
used for their products and exam- 
ples of the work done by their 
central research department. 

7 * . 


\ HERPETOLOGICAL section con 
taining alligators. snakes, croco 
diles and other reptiles is part of 
the arrangements the two Dorset 
House journals Cage Birds and 
Water Life have made to attract 
attention to the 13th National 
Exhibition Of Cage Birds and 
Aquaria, at Olympia, from 
January 10-12, More than 7,000 
canaries, budgerigars, British and 
foreign birds, as well as practi- 
cally every variety of native and 
exotic fish, will come before 57 
judges to compete for the £1,500 
plus that is awarded in prize 
money at this show in addition to 
trophies. 


* * * 
THE ANNUAL exhibition spon- 
red by the British Furniture 


Manufacturers’ Federated Asso- 
ciations and the National Federa- 
tion of Bedding and Allied 
Trades will be held at Earls 
Court again from January 23 to 


February 2 under its new and 
shorter title, the Furniture 
Exhibition. In previous years it 


has been known as the 
Furniture Exhibition. The regu- 
lations remain, however—only 
British firms which are members 
of the Exhibitions Company of 
the BFM are eligible to show. 


Originally this was a_ trade 
show but, since 1950, the public 
has been admitted on certain days 
within restricted hours. Now, for 
the first time, half the show—the 
whole of the ground floor—is to 
be open to the public. There will 
be a preview of two days before- 
hand, which will be for the trade 
and the press only. 


In another section, besides 
the usual exhibits of furniture 
and furnishings of all kinds, in- 
cluding a joint display by the 
High Wycombe Group of Manu- 
facturers, there will be special 
features of particular interest to 
the public 


British 
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The exhibition, in which nearly 
100 manufacturers will exhibit, is 
being planned by the well-known 
exhibition designer, Misha Black. 
against a background of brilliant 
light and colour. It is aimed at 
attracting everyone interested in 
the home, including the teen-ager 
wanting dual-purpose furniture 
for a bed-sitting room, engage | 
and young married couples start- 
ing out to furnish, and older 
people with money saved for 
renewals and replanning. 

On the first floor, concurrently 
with the public exhibition, more 
than 100 firms will show their 
wares exclusively to the trade. 

A bed of the future designed 
by a well-known humorous artist. 
a “torture chamber” where pieces 


of furniture will literally be put 
on the rack to test them for 
strength and a= selection by 


the Council of Industrial Design 
of what they consider to be 
exhibits deserving commendation 
will be seen in the public section 

A trend in this exhibition is for 
the glossy magazines to make 
their dream-home pages come 
true: Good Housekeeping and 
House Beautiful have combined 
in one exhibit, while Housewif« 
will also have their furnished 
rooms on show. And Furnishing 
World will have on sale a special 
consumer magazine, Furnishing 
Your Home. 


| 

Forthcoming Home | 
Events (to January 29) ; 
Dec. 31-Jan. 12, National 


Schoolboys’ Own Exhibition, Old 
& New Hortic. Halls, London: 
Jan. 1-12, National Boat Show 
Olympia, London; Jan. 10-12, 
National Exhibition of Cage 
Birds & Aquaria, Olympia, 
London; Jan. 12-18, International 
Tov Fair, Grand, etc., Hotels. 
Harrogate; Jan. 16-26, Newbury 
New Homes & Trades Exhibi- 
tion, Corn Exchange, Newbury. 
Jan. 19-26, Manx Fair, Palace 
Ballroom, Douglas, I. of M.; 
Jan. 20-Feb. 1, Joint Furniture 
Exhibition, Park Lane MHouse,, 
London; Jan. 21-Feb. 2, Furniture 
Exhibition, Earls Court, London; 
Jan. 23-Feb. 2, Packaging Exhibi- 
tion, Olympia, London; Jan. 23- 
Feb. 2, Sheffield Ideal Home & 
Trades Exhibition, Norfolk 
Road, Drill Hall, Sheffield; Jan. 
29-31, Amusement Trades 
Exhibition, New Hortic. Hall, 
London. 


\ 
Overseas Events 
| (to January 26) | 


Jan. 5-14, International Shoe 
Fair, Vigevano, Italy; Jan. 10-29, 
Agricultural Machinery Ex. & 
Livestock Fair, Ciudad Trujillo, 
Dominican Republic; Jan. 12-23, 
International Motor Show, Brus- 
sels, Belgium; Jan. 17-24, House- 
wares & Home _ Appliances 
Exhibition, Chicago, USA; Jan. 
22-24, Hardware Show, Minnea- 
polis, USA; Jan. 26-Feb. 9, 
Western Springs Trade Exhibition, 
Auckland, New Zealand. 
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Which Switch ? 


cain the $m is the yer ar. The Suiitoh Family say-= 
essential in selling € wre Electricity for us 


it's the modern way to better cooking 


second look often decides 
the purchase. 


In these fast moving days 
your displays must tell your 
message effectively and 
quickly—customer reaction 
is swift if your product 
appeals. 


Priestley displays are de- 
signed to boost your goods 
to high-light them in a 


. : le _ 
highly competitive market Designed and produced in quantity for East Midlands Electricity Board. 
~in short to increase your 


in. PRIESTLEYS 


of Gloucester. 


We welcome Agency Enquiries Commercial Road, Gloucester Tel: 222814. 22 Buckingham Street, W.C.2. Tel: TRA 
4277/8. Victoria Buildings, 32 Deansgate, Manchester 3. Tel: BLA 3851. 70 Caroline 
Street, Birmingham 3. Tel: MID 0528"and at_Cardiff and Cheltenham. 


You can do with 
say tos and sdipacoes, a nant 


photocopies, enlargements and 
reductions .. . you can prepare 
negatives for plate-making and 
blockmaking .. . 

This precision-built optical 
instrument (camera, enlarger, 
copier, visual aid in one) will 
revolutionize your timetable, en- 
able you to get through more 
work in less time, with better 
results, and to allocate confid- 
ently to assistants duties you 
now feel compelled to perform @ 
in person. Why not ask for a 
demonstration of this astonish- 
ingly versatile machine ? 

Grant Production Co. Ltd., 
4 Rathbone Place, London, W.1 
Museum 8717), 47 Cornwall 
Street, Birmingham, 3 (Central 


Sidac is a transparent cellulose wrapping. 
Available clear or tinted, plain or printed, 


4131). n may pa ae in types and thicknesses for every purpose, 

Be ee in sheet or reel form or made up into bags. 

For a quarter of a century Sidac has been 

| OR supplied to many various trades and the 

The new q eae experience and skill of our technical staff 
dual-purpose Grant 3 ore at you CommeEs 


: <e BRITISH SIDAC LTD 
showing extra lamps : . ” : 


ST. HELENS, LANCASHIRE. St. Helens 404i 


IN SALES pes 


in Operation. u 
p . 12 UFTON ROAD, CONDON, N 


Clisseid 6404 
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THIS WAS A CARLTON PHOTOGRAPH 


EDITORIAL ILLUSTRATION 
MAGAZINE: Stitchcraft 
EDITOR: Patience M. Horne 


ADVERTISER: Patons & Baldwins Limited 
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THE GRAPHIC ARTS 
—a Weekly News Survey 


‘Don't despise vulgarity’ 


Sir Gordon Russell, director of 
the Council of Industrial Design, 


prefers the “unashamed  vul- 
garity” of design seen in 
Victorian public houses, or 


crudely-lettered circus posters, to 
the “shoddy vulgarity of soul so 
proudly displayed in the shop 
fronts of most multiple stores, 
with a few notable exceptions.” 

Speaking at the Royal Society 
of Arts he told his audience of 
industrial designers not to despise 

“flaunting, exuberant vulgarity.” 
The circus poster, composed of 
lettering which could hardly be 
defended as such, nevertheless 
gave him a “delightful anticipa- 
tory feeling” of sawdust, clowns, 
packed crowds and the muffled 
roar of lions. 

“For its purpose, it is an admir- 
able notice, and to me would be 
spoiled if set impeccably in such 
a lovely type as Gill’s Perpetua.” 

‘Spice to life’ 

As for the “solid, honest, com- 
fortable, cut-glass-and-mahogany 
vulgarity of the Victorian pub,” 
that had often been ruined by 
“filthy contraptions in black glass 
and chromium plate.” Honest 
vulgarity added spice to life. 

Sir Gordon claimed that there 


Greenslade’s dinner 


The sixth reunion dinner of 
Reading printers Greenslade & 
Co., Ltd.’s “25” Association was 
held recently at the Caver- 
sham Bridge Hotel and was pre- 
sided over by O. Tayler 
(chairman and joint managing 
director), supported by T. H. 
Pettit (joint managing director), 
J. Driver and R. A. Hogarth 
(directors). 

Mr. Tayler said how pleased 
he was to welcome the members 
of the Association which had 
been formed as a means of main- 
taining a personal touch with all 
long-service employees and to 
serve as a link between the 
present employees and the com- 
pany’s pensioners. 

During the evening Mrs. G. O. 
Tayler made a presentation to 
this year’s new member, D. E. 
Davis, and T. H. Pettit and 
J. Driver were made honorary 
members of the Association. 


Students’ exhibition 


An exhibition of graphic design 
and photography produced by 
students of the London School of 
Printing and Graphic Arts opened 
on Wednesday of last week at 
Monotype House, Fetter Lane. 
The exhibits, which include 
photographs, posters, letterheads, 
book-jackets and record-sleeves, 
will be on view to the public until 
January 5 


had been a marked increase in 
good designing and this was 
steadily mounting. It was incon- 
ceivable that there could have 
taken place 20 years ago the set- 
ting up of the Council of Indus- 
trial Design by the Board of 
Trade, the Festival of Britain 
1951, and the Coronation decora- 
tions whose high standard was 
set by the Ministry of Works. 

He also noted the establishment 
of the Design Centre in Hay- 
market, the adoption of a design 
policy by the British Transport 
Commission, and “the astonishing 
improvement in printing” on the 
part of the Stationery Office. 


Sticking to metal 


Kensington (London) Borough 
Council has been considering the 
possibility of printing its Council 
minutes on an office printing 
machine so as to save money, 
because its ordinary printing 
prices have recently gone up. 

But when the Town Clerk pre- 
sented a report on the estimated 
saving to be achieved, it was felt 
the amount was not large enough 
to justify the change. 


Sonne unusual faces 


W. S. Cowell Ltd., designers 
and printers, of Ipswich, are now 
offering their customers a range 
of some unusual display type- 
faces. Many of them are of 
continental origin and include 
De Roos Inline, Erasmus I, 
Erasmus II, Saphir, Mistral and 
Reiner Script. Also available are 
two English types from Stephen- 
son, Blake & Co. Ltd.—Egyptian 
Expanded and Echo. 
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Richard Lonsdale-Hands Associates 

are the designers of this new can 

for Mackeson Stout. The back- 

ground is black, and the branding is 

in white and silver on a bright red 
panel. 
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Process engravers from all over the country attended the annual dinner 
and dance of the Process Engravers Club at the Savoy Hotel recently. 


Receiving the members were (let to right) A. 


N. Hunter (president), Mrs. 


D. J. M. Lowe, Mrs. A. N. Hunter and D. J. M. Lowe (vice president). 


Stockport to set up print unit 


Stockport Corporation are to 
go ahead with a plant to print 
their own committee minutes, 
subject to the approval—by the 
Borough Council—of a decision 
of the Finance and Rating Com- 
mittee. 

A recommendation to set up a 
printing department and purchase 
printing machinery was referred 
back for further consideration at 
the November meeting of the 
Council. 

A statement issued by the 
Finance and Rating Committee 
now says: “At the request of the 
Stockport Association of Master 
Printers, the Finance and Rating 
Committee received a deputation 
from the Association who 
referred to statements which had 
appeared in the press alleging 
that a member of the Finance 
and Rating Committee had stated 
that ‘we feel we are the victims 
of a price-fixing conspiracy.’ 

“ Advertisements inviting tenders 
for printing Corporation minutes 


were inserted in the local press 


- and a copy of the advertisement 


and tender forms were sent to the 
secretary of the Association of 
Master Printers. But only one 
tender was received—from the 
company which has been printing 
the minutes for a number of 
years. 

“The deputation stated that 
there was no price ring among 
members of the Association and 
that in view of the nature of this 
work and having regard to their 
existing commitments, no local 
firm, other than that which had 
submitted the tender, was in a 
position to undertake the work. 

“The Finance and Rating Com- 
mittee accepted the statements of 
the deputation, but the chairman 
of the Committee, Alderman J. 
Holland, pointed out to them 
that the Committee could not 
accept responsibility for the views 
expressed by any individual mem- 
ber of Council.” 


25 firms book space for DRUPA 


Some 25 British firms have 
booked space at Drupa Fair—the 
German International print and 
paper exhibition to be held in 
Dusseldorf in 1958—Herr Seifert, 
head of the fair’s organising de- 
partment, stated at a recent meet- 
ing in London. He added: 
“This is the largest number of 
bookings received so far from 
any of the countries expected to 
attend.” 

He said that they were planning 
two years ahead partly because 
British manufacturers had been 
slow to book space in 1954, 
many being left out as a result, 


Useful diary 


The Clearface Foundry Ltd. 
have produced a most useful 
pocket diary for the New Year. 
It contains samples of most of 
their type faces, borders and 
rules, a guide to printers’ symbols 
used to correct poofs, and a 


formula and chart for casting-off 
copy. 


and partly because German 
manufacturers wished to know 
more exact details in time to pass 
on the information to their 
visitors at next year’s Graphic 57 
fair to be held in Switzerland. 


A ; clap aaall 


The Richardson Printing Ink 
Co. Ltd., of Newcastle-on-Tyne, 
have opened a new branch fac- 
tory at Berkhamsted, Herts, “for 
the particular benefit of printing 
firms in London, the Home 
Counties, and the South of 
England generally.” 

To mark this development, the 
company have produced a 
20-page Chap-book. Titled “New 
Captions for Old Cuts,” it con- 
tains some 30 old-time engravings 
and is “a highly apochryphal 
account of how we came to 
build (and launch) the new fac- 
tory, and you are not expected to 
believe a word of it.” Ellic Howe 
wrote and designed it. 
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BEAU NASH 
bet on Bath 


Since Beau Nash and his | 


associates made Bath a centre 


of fashion and opulence, it has | 


never looked back. But today 


it is more than a flourishing | 


Spa. The growth of many 
industries and the coming of the 
Admiralty have brought a popu- 
lation of all classes and incomes 
to Bath and its adjacent country 
districts, making it one of the 
most prosperous areas in Britain 
today. 


And the area is easily reached. 
The Bath Chronicle with a 


nightly circulation of 14 copies 


for every house in the city—as | 


well as a big circulation in West 
Wilts. and North Somerset 
through the Branch Offices at 
Trowbridge, Chippenham, 
Devizes, Radstock and 
Keynsham—gives you positive 
blanket coverage for only 10/- 
per s.c.i. 


It deserves its place on any 
schedule intended to cover the 
West. 


You can’t cover the West 


Bath « WILTS 


ESTABLISHED I TEe 


* Not to mention the three weeklies which 
reach the prosperous West Countryman at 
week-ends when he has the time to read 
them: —SOMERSET GUARDIAN WILT- 
SHIRE NEWS & BATH WEEKLY 
CHRONICLE. Get full details from S. H 
Roberts, 134 Fleet Street, London, E.C.4, 
Arnold 


Ellis, Cromford House, Market | 


Street, Manchester, 4, or Head Office, 33, 
Westgate Street Bath. 


THE PLEASANT 
PAKISTANI 


Tue other day I lunched with 
Mazhar Yusuf, a pleasant young 
Pakistani who publishes and edits 
two English-language trade journals. 
the Pakistan Textile Journal and 
Machinery Market and Industrial 
Pakistan. 

He showed me the former. The 
cover-ad came from Warsaw, and 
advertisements inside were from 
Germany, England, Czechoslovakia, 
Pakistan, and the USSR. He tells 
me that the German advertising, 
which accounts for about 15 per 
cent of the space in his journals, 
has already exceeded the British, 
at between 10 and 12 per cent. 
And the proportion of imports from 
Britain into Pakistan is dropping, 
particularly in relation to German. 

Yet, as an importer of textile and 
food machinery, electrical equip- 
ment, capital A oom of many sorts, 
machine 00 pharmaceuticals, 
chemicals, aa dyestuffs, Pakistan 
offers many opportunities to British 
exporters. 

As tor our aggressiveness in sell- 
ing, it appears to be almost non- 
existent. While we are writing after 
a new contract the Germans or Japs 
have a man on the spot. 

a * * 


Now relinquishing his post as 
Patra’s director of research to join 
Albert E. Reed & Co. Ltd. as head 
of their expanding packaging re- 
search and development division, is 
Dr. G. L. Riddell, who can look 
back on his last 26 years of en- 
deavour with some pride. 

For in 1930, when he joined the 
Printing, Packaging & Allied Leg 
Research Association at its birth, 
was but a small advisory aves 
with an income of just over £1,000 
a year and a membership of some 
300. 

Today, Patra, whose important 
research activities were first recog- 
nised by a Government grant in 
1935, has the 
support of 
over 800 firms, 
a staff of 90, 
and an annual 
income greater 
than £130,000. 
Such has been 
the growth of 
Patra in size 
and income 
under Dr. 
Riddell’s dir- 
ection. 

Still young 
in years—48 
—but old in 
knowledge, 
Dr. Riddell 
holds a num- 


Dr. G. L. Riddell 


| ber of important posts in connection 


5 Chronicle «HERALD 


with printing and allied subjects. 
He is a member of the technical 
committees of the British Federation 
of Master Printers and the News- 
paper Society; serves on the Parlia- 
mentary and Scientific Committee ; 
the City and Guilds of London 
Institute Consultative Committee on 
Education for the Printing Indus- 
try; and a number of committees 
of the British Standards Institution. 
He is also a_ vice-president and 
trustee of the Institute of Packaging 


Tue invitation card which Alison 
Simonek, press and PR officer of 
the Bacon information Council, 
issued for a party at the “Trougha- 
dero” last week (“feeding time 6 pm 
until the cows come home”) was 
one of the wittiest I have seen. 
Its promise of good cheer was 
amply fulfilled. There were lashings 
of food, some, of it from real (ex- 
tremely clean) troughs, and drink 
served by men in smocks; there was 
relayed music—and pig grunts!; 
there were games and guessing com- 
Petitions—such as sticking the tail 
on a pig, inventing a name for a 
new dish, guessing the weight of a 
gammon, and so on 
Alison Simonek: ‘to John 
> her opposite number on the 
at Erwin Wasey’s: to F. 
Hirst, Gubiaee of the BIC, who 
said he wasn't going to make a 
long speech—and didn't; and to all 
the others who helped to make the 
evening such a success, I offer my 
congratulations. 


Leon Goodman and Mrs. Goodman 
entertained the children of the staff 
of Leon Goodman Displays Ltd. 
to a Christmas party, followed by 
gifts from the Christmas tree, at St. 
Pancras Town Hall. 


TV quiz winnings 
go to charity 


WHEN comedian Alfred Marks 
and Richard Lonsdale-Hands, the in- 
dustrial designer, appeared as team- 
mates on the commercial TV quiz 
programme “Two for the Money” 
they announced that they would 
give their winnings to help the 
Christmas seals campaign for the 
National Spastics Society 

Answering questions on London 
theatres, French presidents and 
South American countries, they won 
£80, biggest money of the evening. 
Bernard Braden, the compére, then 
told viewers that Mr. Lonsdale- 
Hands had agreed to double their 
winnings for the benefit of the 
Society. 

* * 
AN advertising representative at 
the Derbyshire Times, Chesterfield, 
Dick Windle went to _ Brussels 
recently to act as senior linesman 
for the Bilbao-Honved European 
Cup match. 

A message was left at his office 
telling him that he had been chosen 
on the dav that he was refereeing 
the Brentford-Crystal Palace replay. 

His trip to Brussels was his 
second internaticnal honour. Last 
season he ran the line at the 
Hungary-Russia match in Belgrade. 
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This photograph of his wife and 
their two-year-old son John Richard 
won for Erie N. Burleton, a direc- 
tor of Armstrong-Warden Litd., the 
second prize in the “Homes & 
Gardens” National Photographic 
Competition for child studies. 


Calls conference 
on his yacht 
CALLING a conference in the 
cabin of his motor yacht somewhere 
in Northern Europe most week-ends 
is quite a normal practice for adver- 
tising chief Jack Peers, of J. Peers & 
Associates Ltd., who has just been 
awarded this year’s coveted Emblem 
Trophy by the British Motor Yacht 
Club for the highest number of sea 

cruising hours of the season 

For years, Mr. Peers has piloted 
his sea-going conference room in 
and out of every harbour in 
Europe. He finds that salt air has 
a habit of shortening the agenda 
and believes that it is easier to get 
down to brass tacks in the cabin 
of his 43-ft. yacht “Manya” than 
in the lush lounges of landlubbers’ 
hotels. 

Burly Bolton-born Jack Peers has 
a willing crew of volunteers, con- 
sisting of his wife, 17-year-old son 
Tony, teenage daughter, and the 
*““Manya’s” mascot, Bruce, a collie 
dog. Reinforcing crew and con- 
ferences with expert knowledge is 
ex-Wren First Officer Vida Morris, 
his secretary. 

Between trips. the “Manya™ is 
moored off Peers’s riverside home aj 
Teddington. 

* * 7 


EREPRESENTING the Berks and 
Bucks Publicity Association on the 
organising committee for the Mental 
Health Exhibition, held at the Read- 
ing Town Hall, Max T. Friend was 
presented to the Duchess of Kent 
when she visited the Exhibition for 
a prize-giving ceremony. 

Mr. Friend is senior account 
executive at Granthams of Reading 


CONTACT 
WEEK'S WISECRACK 


“~ 


“Carruthers is going to be 
strictly ethical in the New 
Year. He will only ‘snitch’ 
accounts worth more than 
£100,000.” 
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A shot from *‘Cookie Class”’, 


a one-minute cartoon film for Symbol Biscuits 


Screen Advertising 
takes the Symbol Biscuit! 


EARLY IN 1954 a filmlet advertising Symbol Biscuits 
was shown in 19 cinemas. From this modest begin- 
ning there developed a saga that is still unfinished. 

Symbol Biscuits Ltd. went into one-minute 
cartoon films in a big way. February 1955 saw ‘‘An 
Elephant Never Forgets’’ advertising chocolate 
biscuits in several hundred cinemas. Seven 
months later came ‘‘Magic Maryland’’, featuring 
the Maryland Cookie, in an even greater number 
of cinemas. 

The campaign prospered. In February 1956, ‘‘An 
Oscar for the Oscabar’’. In the following September, 


‘‘Cookie Class’’, the second film of the Maryland 


Cookie. Now in production, for release early next 
year, ‘‘Crazy about Crackers’’ will sell Symbol 
Cream Crackers to an even wider audience. 

For the production and distribution of all this 
cinema advertising, Symbol Biscuits Ltd. used the 
services of the Man-with-the-Gong—the hallmark 
of The Rank Organisation. Thus, Symbol Biscuits 
have been consistently on the screen for three 
years, and still continue. As a judgement on 
Screen Advertising, this is the acid test. 

All the Rank screen advertising activities are 
centred in Rank Sereen Services Limited, 11 Hill 
Street, London, W.1. (Grosvenor 6353). 
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ADVERTISER’S WEEKLY 


“The 
DUMFRIES 
and GALLOWAY 


STANDARD” 


has the 


LARGEST 
CIRCULATION 
of any Newspaper 
in the 
SOUTH OF 
SCOTLAND 
and the LOWEST rate 
per inch per 1000 copies. 
It is 
printed 


the only Newspaper 
and published in 

DUMFRIES. 

Ask for Specimen Copy, Rate 

Card, and Map showing where 

the “Standard” circulates. 

ABC Weekly Circulation 
35,539 


HEAD OFFICE: 


133 High Street, Dumfries. 
Telephone 19. 


BRANCH OFFICE: 


Castle Street, Kirkcudbright. 
Telephone 145. 


LONDON OFFICE: 


E. Greenwood, Ltd., 


Strand, W.C. 
Telephone, City 5964-8. 


231-2 


| The Grower recently. 


| to advertisers. The 
| monthly insertions have been bought 


1957 


is 
COMING IN 


All progressive publishers 
and manufacturers will be 


COMING IN 


the leading trade journal 
NATIONAL NEWSAGENT, 
BOOKSELLER, STATIONER 


(weekly) 


Send for details and rate card 
Advertisement Manager 


149, Fleet Street, 


Tel. : CiTy 2604 
(5 lines) 


HARROW 
BILLPOSTING 
COMPANY 


37 SPRING STREET W. 2. 


| Cabinet 


Book for the 


ideal home 


The Daily Mail Ideal Home 
Book, 1957 (16s.), covers a wide 
range of subjects under four head- 
ings: house and home, furnishing, 
managing the home, and leisure and 
interest. Lavishly produced be- 
tween stiff cream boards with gilt 
titling, it contains many illustrations, 


| both monochrome and colour, of 


lovely homes and their contents, and 
a big quota of advertising, also 
much of it in colour, covering a 
wide range of commodities. 


* * * 


An I1-page 1957 holiday supple- 
ment gives ideas for holidays of 


| every type to suit every pocket in 
| next week’s John Bull. 


* *” x 
The Aeroplane Pictorial Review, 


| published by Temple Press Ltd., was 
| compiled by the staff of The Aero- 


plane. It sells at 7s. 6d. and contains 


| over 280 photographs. 


* * * 


An innovation was made by 
The centre- 
spread, usually devoted to pictorial 
display, was taken by Kent Engi- 
neering & Foundry to announce a 
new sprayer. One of these centre- 
spreads a month ‘will now be sold 
next five 


| by Plant Protection. 


ABC figure 


ABC figure for January to June 


1956 for History Today which 
recently joined the Audit Bureau is 
17,305. From the January issue the 
front covers will be varnished. 

* * * 


In the first of a new holiday series 
beginning in next week’s Woman 
three girls will tell how they planned 
a fortnight on the Costa Brava, 
Spain. 

* * 

A new directory for the furnishing 
trade has been published by the 
Maker (Benn Brothers 
Ltd.). It is entitled The Cabinet 
Maker Directory and Year Book, 
1957. It sells at 40s. It contains a 
guide to the manufacturers and 
wholesalers selling furnishing pro- 
ducts, as well as to those firms 
supplying the production equipment, 
materials and services to the indus- 
try. Some 500 advertisers have taken 
space in the Directory. 


}} MOWCARDS 4 
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SILK SCREEN ARTS L™ 


97 SHIRLEY ROAD.CROYDON 
ADODISCOMBE 3147-8 


HIGHEST GRADE 
CLEAN & SHARD 
CRATTS MANCHMID 


SPEEDY SERVICE 
t EXPRESS £ 
DELIVERY 


The January issue of House & 
Garden features a modern Venetian 
palace, the house of the Contesssa 
Cicogna Volpi, which was con- 
structed and decorated by Fabrizio 
Clerici, who also chose the design 
of the fabrics, and the antiques. 


We Hear 


A Furnishing Centre at 16 Berke- 
ley Street, W.1, will be opened on 
Wednesday. It is organised by 
AVP Industries Ltd. A number of 
leading firms in the furnishing and 
ancillary trades are co-operating. 

*x * * 

The 1957 Building Plant Exhibi- 
tion, the tenth of these annual 
exhibitions to be organised by the 
Ministry of Works, will be held at 
Heaton Park, Manchester, from 
Monday, July 15, to Saturday, 
July 20. 

* * 

The first Christmas party ever for 
children of directors and staff of 
Auger & Turner Ltd., and associate 
companies was held in Soho. The 
party was organised by the PR sec- 
tion. The children were entertained 
by Geoffrey Robinson of “ Whirli- 
gig.” 

* * * 

Kenneth Pitt Associates have been 
engaged to handle publicity for 
Sophie Tucker when she appears at 
the Café de Paris in April. 


DEcEMBER 28, 1956 


‘Cold and dull’ 
design is 
criticised 


Contemporary British design 
was criticised by Richard Lons- 
dale-Hands in a message to the 
annual sales and service confer- 
ence of the East Midlands Gas 
Board. Too much of current 
work, he said, revealed a “barren- 
ness in presentation”—because it 
was barren of ideas. 

“We have over-simplified and 
dehumanised design,” said Mr. 
Lonsdale-Hands. ““We are becom- 
ing increasingly fitted to furnish 
Bleak House, but not to promote 
the gracious art of living. 

“Today we seem committed to 
a succession of replicas of cold, 
dull, unsympathetic, lifeless de- 
sign. It is not only an insult to 
the innate artistic feelings of the 
British public, but is also of little 
help in selling our goods overseas. 
And in losing sight of Britain’s 
heritage in the design field, we are 
jeopardising our position in the 
world markets.” 

Stressing the importance of 
teamwork and liaison between 
salesman, manufacturer and de- 
signer, he added: “As salesmen 
you know the customer’s needs 
far more intimately than anyone 
else. Your aim is to raise our 
living standards through sales and 
service. 

Mr. Lonsdale-Hands’ message 
was read to the conference by A. 
Lloyd-Taylor, a director of 
Lonsdale-Hands Associates. 


Another 13,000 for TV 


_A survey carried out by Tele- 
vision Audience Measurement 
Ltd. to determine the area covered 
by programmes from the Croydon 
ITA transmitter since its recent 
increase in power shows that ITV 
is being received by 13,000 homes 
outside the previously recognised 
transmission area and, in addition, 
has been brought within the reach 
of a further 77,000 homes. This 
means that the number of homes 
able to view ITV programmes 
from Croydon is now 1,151,000. 


A group on the set at Pinewood during the shooting of the London Rubber 
Co.'s insertion in “Tips” Edition 54, due for release on January 27. The 
product advertised is the London “‘Suregrip” Glove with Sylkette Lining, 


which is retailed at 4s. 6d. a pair. 


Chin-Yu appears in the insert. 


This 


is the first time the London Rubber Co. has ever used screen advertising. 
Their advertising agents are R. S. Caplin Lid. Here (I. to r.) are Derek 


Younghusband, Rank account executive; A. 


R. Reid, managing director, 


London Rubber Co.; Chin-Yu; Stanley Sharpe, account executive, R. S. 


Caplin Ltd.; Jeanne Heal, commere; and Norman Berry, advertising 


manager, London Rubber Co. 
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News About People 


Continued from page 7 


Ken Eastman 
tours E. Africa 


Ken Eastman, creative group head 
with F. C. Pritchard, Wood & 
Partners Ltd., left London recently 
for a three-week tour of Kenya, 
Uganda and Tanganyika. Object of 
his visit is to make an on-the-spot 
study of the work of East African 
Railways and Harbours for PWP, 
who have handled the account for 
three years. 

* * * 


Leslie Ernest Wason Lane will 
join Watco (Sales) Ltd. on Tuesday 
to handle the company’s adver- 
tising and to act as general assistant 
to the managing director, G. 
Planchat. For the past 20 years he 
has been an account executive and 
production manager with Alexander 
Cox Ltd. 

* * 7 

Ron D. Redington has been 
appointed media executive in the 
export department of W. S. Craw- 
ford Ltd. in the place of Arthur M. 
Holt, who is leaving the agency. 


* * * 


Miss Vera Jones has joined Flect 
Press Services, associate publicity 
organisation of John Benington 
Ltd., to handle consumer and 
general domestic products. Pre- 
viously with Compass News Service 
Ltd.. Miss Jones started as a 
reporter on the Hants and Sussex 
News, later joining the Portsmouth 
Evening News. 

Miss Jones for three seasons 
handled Festival Gardens publicity 
and was associated with Sudan 
Cotton promotion. 


Joins JHP 


J. M. (Mike) Goatley has joined 
John Hobson & Partners Ltd. as a 
visualiser. He came from Colman, 
Prentis & Varley Ltd., where he 
was a studio manager and was with 
that agency for seven years. 


* * * 


Improvements in marketing and 
packaging and design in industry 
are some of the matters to be dealt 
with by the new industrial advisory 
council set up by Irish Minister for 
Industry and Commerce, William 
Norton. One of the members of 
the council is Peter L. McEvoy, who 
was nominated as a manufacturer 
by the Federation of Iriso Manvu- 
facturers, of which he is a past- 
president, and is. also managing 
director of McEvoys Advertising 
Service Ltd., Dublin. 

oo * * 


J. R. M. Bromwell, chairman and 
managing director of Stuart Adver- 
tising Agency Ltd. has just re- 
turned from a trip to the United 
States of America and Canada, 
where he made personal calls on 
some of Stuart's friends and clients. 


* * * 


Mrs. E. A. Bourne has joined 
A. H. Grantham & Co. Ltd., of 
Reading, as senior copywriter. She 
was formerly with the advertising 
department of C & A Modes Ltd. in 
London. 

a. * * 


Keith Billington, an executive 
with Richard Potts & Partners Ltd., 
has been presented with a son, Neil, 
by his wife. 


At the annual quiz last week at the Waldorf Hotel between teams repre- 
senting the Regent Advertising Club, Publicity Club of London, Society of 
Diploma Members of the Advertising Association and the Berks and Bucks 
Publicity Club, the Regent Club won the Andrew Milne Cup for the third 


time. 
Regent Club, Peter Gant. 
John Hooson and Norman Gomm. 


Mr. Milne is seen here presenting the cup to the captain of the 
Other members of the team are (left to right): 
Seated is E. C. Mackenzie, assisiant 


managing director of W. S. Crawford Ltd., who acted as question master. 


Bristol and West 


‘PR is sometimes regarded as spare 


link in ad chain’-—Buckmaster 


The public relations department of a concern is sometimes regarded ay 
the spare link in the advertising chain. Frequently it is a suspect depart- 
ment, mainly because it spent money and appeared not to produce direct 
sales. This was stated by Col. Maurice Buckmaster, public relations director 
of the Ford Motor Co. Ltd., when he spoke on “Public Relations for a 
Large Industry” at a meeting of the Bristol and West Publicity Club. 


Col. Buckmaster, commenting on 
his work at Fords, said: “Whether 
you buy an X, Y, or Z car you get 
pretty well much the same perform- 
ance. So what sells a particular 
make? The prestige of the firm 
built up by its public relations. 

“The most important contacts are 
with the press. There is a tendency 
in many places to think the press is 
hostile and is trying to catch you 
out. I do not agree with this view.” 

He stressed the importance of 
works visits, adding that the recol- 
lection of what people saw in the 
actual factory was more lasting than 
reading something in an advertise- 
ment or seeing it on a TV screen. 


Leeds 7 


AA the ‘spokesman’ 


for advertising 

A. A. McLoughlin, information 
officer for the Advertising Associa- 
tion, was guest speaker at the 
luncheon meeting of the Publicity 
Club of Leeds. The meeting was 
attended by Harold E. Boulter, 
chairman of the Club Development 
Committee. Mr. McLoughlin said 
the Association was the “spokesman” 
for the British advertising industry. 
Its task was to create an awareness 
of the integrity of advertising and its 
vital necessity to the national well- 
being. 


- y 
Ad Man’s Diary 
Monday, December 31 
REGENT ADVERTISING CLUB. New 
Year's Eve Ball, Agriculture House, 
Knightsbridge. 8 p.m. 
PUBLICITY CLUB OF HULL. New 
Year’s Eve Ball. Royal Station 
Hotel. 7.30 p.m. 
Tuesday, January 1 
REGENT ADVERTISING CLUB. 
Richard Shaul. 6.30 p.m. 
Wednesday, January 2 
INCORPORATED SALES MANAGERS’ 
ASSOCIATION. Meeting. 51 Palace 
Street, Westminster, S.W.1. 
Friday, January 4 


Lecture. 


REGENT ADVERTISING CLUB. 


**1957 
Get Together.”’ i 


Informal Social. 


About 50,000 to 80,000 
visited his works each year. 

The PRO’s job was two-way: to 
tell the public what the company 
did and to let the company know 
what was the public view of the 
firm. It was very much the PRO’s 
responsibility to report to manage- 
ment. 


people 


Worst problems 


There was a fecling in this coun- 
try that “if a thing is big it is bad.” 
This was one of the worst problems 
facing the PRO in a large industry. 

He told a questioner that the most 
important requirement in a PRO was 
a “deep and detailed knowledge” of 
his company and its background. 
Knowledge of public relations tech- 
niques came second to this impor- 
tant factor. 


x Accounts 


ROYAL SOVEREIGN PENCIL 
CO. LTD., for Roles & Parker 
Ltd. Campaign using press, 
posters and direct mail scheme 
will start next month. 


Campaigns 


HARTLEY’S FRESH GARDEN 
PEAS, using full colour pages in 
women’s magazines, posters and 
commercial TV. (London Press 
Exchange Ltd.) 

ZIP FRENCH CLEANERS, using 
5- and 15-second spots on commer- 
cial TV from all stations. (Nevin 
D. Hirst (Advertising) Ltd.) 

ALLIED IRONFOUNDERS LTD., 
using homemaking magazines and 


ADVERTISER'S WEEKLY 


Women’s Club 


Value of ads to 
Glyndebourne 


“If it were not for advertising, 
Glyndebourne would not be running 
today,” Moran Caplat, general 
manager of the Glyndebourne 
Festival Opera, said at the Christ- 
mas dinner of the Women’s Adver- 
using Club of London. 

Opera’s programme book 
produced a very handsome revenue, 
he said. It was felt that it had 
a considerable export value in 
advertising. There were ple who 
were prepared to pay ea page 
in the book something far above 
its real value. They felt that, in 
return, Glyndebourne was some- 
thing of an asset—something to 
which they could bring foreign 
visitors, and which could not be 
offered in any other country. 

“Whether advertising in the book 
is anything more than an act of 
faith on the part of certain directors 
of firms, I don’t know,” he con- 
fessed. “Some 20,000 copies go 
round the world and are treasured. 
_ “One of our greatest supporters 
is an aluminium manufacturer, who 
pays his £500 a page, knowing full 
well that in commercial terms it is 
not worth all that. But the adver- 
tising revenue is a most important 
contribution towards the running of 
the Opera.” 

The club’s president, Mrs. Kath- 
leen Howie (Saward, Baker & Co. 
Ltd.) presided over a large atten- 
dance. Men guests included Andrew 
Milne, H. W. Yoxall, Trevor Harris, 
Stuart Mander, G. R. Pope, Leon 
Goodman, and Drummond Arm- 
strong. 

The speaker was thanked by Miss 
Kay Murphy and Mrs. G. Scott- 
Turner. 


Ireland 


Record crowd at 


Christmas lunch 


TV star Eamonn Andrews re- 
turned to his native Dublin to be 
guest of honour at the annual 
Christmas Lunch of the Publicity 
Club of Ireland in the Metropole. 
The event attracted a record attend- 
ance. All the guests received adver- 
tising novelties and gifts from firms 
who are represented on the club’s 
membership list. 


trade press for Vogue bath. 
(Mather & Crowther Ltd.) 

LONDON RUBBER CO. using 
screen advertising and Woman for 
Sylkette-lined London Suregrip 
Gloves. (R. S. Caplin Ltd.) 

MITCHELL, RUSSELL & CO. 
LTD., using national dailies, Sun- 
days and trade press for Courtier 
Stoves. (James Jack Advertising 

d 


td.) 
MEDITERRANEAN CITRUS 
GROWERS, using Daily Express, 


Daily Mirror, Illustrated, John 
Bull, Woman, and Woman's Own, 
commercial TV on al! stations and 
cinema filmlets. (C. J. Lytle 
(Advertising) Ltd.) 

JAFFA GRAPEFRUIT, using 
Woman and Woman's Own, com- 
mercial TV on all stations, cinema 
filmlets and point-of-sale material. 


(C. J. Lytle (Advertising) Ltd.) 
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All advertising media covered 


by new H-P Bill 


SECOND READING 


IN FEBRUARY 


By Our Legal Correspondent 


The Advertisements (Hire Purchase) Bill, which is being 
sponsored by Lt. Col. W. Schofield, has first place for its 
Second Reading in the House of Commons on Friday, 


February 1. 


The attitude of the Government to the Bill has not yet been 
disclosed, but Col. Schofield is a Conservative and he is sup- 
ported by W. Glenvil Hall (Soc.), R. Gresham Cooke (Cons.), 
Sir John Barlow (Cons.), Richard Fort (Cons.), Sir William 
Steward (Cons.), Charles Royle (Soc.), A. J. McKibbin (Ulster 
Unionist), J. Bidgood (Cons.), Harold Steward (Cons.), and Sir 


Robert Cary (Cons.). 

The Bill, if it should reach the 
Statute Book, will apply to 
advertisements for goods avail- 
able for disposal by way of hire 
purchase or credit sale, if the 
advertisements include references 
to deposits or instalments. 

The definition of advertise- 
ment is so comprehensive that it 
can be taken to include all forms 
of advertising, with the possible 
exception of sound broadcasts, 
say, from a Continental station. 

It includes every visual form of 
advertising (whether or not 
accompanied by spoken words or 
other sounds), whether by the 
display of notices, or by means 
of catalogues, price lists, labels 
or cards or other documents, or 
by the exhibition of cinemato- 
graph films or photographs, or 
by way of television, or in any 
other way, but does not include 
any form of advertising consist- 
ing only of spoken words, with 
or without other sounds. 

In films and television pro- 
grammes, the spoken word is con- 
sidered to be part of the 
advertisement. 

A credit sale means an agree- 
ment for the sale of goods under 
which the whole or part of the 
purchase price is payable by 
instalments. 

The advertisements to which 
the Bill applies are those which 
indicate that a deposit is payable, 


Winner of the £100 first prize in 

the window display competition held 

during the Ever Ready National 

“Selling Fortnight” was the Central 

Ironmongery Stores, Gloucester, 
with this display. 


together with a statement of the 
amount of the deposit, or an 
indication that a fraction of the 
amount is payable. 

Thus, if an advertisement states 
“£2 deposit,” then it is within 
the scope of the Bill. Or if it 
States “25 per cent down,” or 
“Half payment accepted,” or such 
similar words, then it is also 
within the scope of the Bill. 
Even if the advertisement states 
“No Deposit” it is also caught, 
and so are statements such as “£1 
a month.” 


Equal prominence 


All these different types of 
advertisements will be compelled 
to include the following informa- 
tion, displayed clearly and in such 
a way as not to give undue pro- 
minence to any of it in com- 
parison with any other part: 

If the advertisements contain 
actual figures as to the price in 
respect of any goods, then the 
advertisement must give the fol- 
lowing information, either, 

(a) the actual amount of the 
deposit, or a statement that the 
amount of the deposit is a frac- 
tion of the actual amount speci- 
fied in the advertisement, or a 
statement that no deposit is 
payable; 

(b) the actual amount of 
each instalment; 

(c) the total number of in- 
stalments payable; 

(d) the length of the period 
in respect of which each instal- 
ment is payable; and 

(e) if any instalments are 
payable before delivery of the 
goods, the number of instal- 
ments so payable. 

If the advertisement does not 
contain actual figures as to price, 
then the information which must 
be given in the advertisement 1s 
either a statement that the 
amount of the deposit is a speci- 
fied fraction of the cash price of 
the goods, or, if it is a hire- 
purchase transaction, a specified 
fraction of the _ hire-purchase 
price, or, if it is a credit-sale 
transaction, of the total purchase 
price, or of some other sum the 
nature of which is clearly indi- 
cated in the advertisement. Or 


YORKSHMES GAY SEASIDE PLAYGROUND 


This is the design which is being 

used for Bridlington’s 1957 Holicay 

Guide, publicity folders and posters. 

The HF! 'iday Guide consists of 96 

pages und will be on sale soon, 
priced 6d. 


if no deposit is payable, that in- 
formation must be given in the 
advertisement. 

If the goods can be bought 
either by hire-purchase or by 
credit-sale, then the information 
applicable to both methods must 
be clearly distinguishable in the 
advertisement. 

The persons who are liable to 
penalties are any person who 
displays an advertisement in con- 
travention of the provisions of the 
Act, or any person who issues 
such an advertisement. 

This would seem to cover the 
advertiser, who could be held to 
be responsible for issuing the 
advertisement, the advertising 
agent who does the actual issuing, 
and the medium owner who dis- 
plays it, bearing in mind the very 
wide definition of “advertise- 
ment.” 

It is a defence, however, if a 
person can prove that the matters 
contained in the advertisement 
did not relate to anything to be 
done in the course of a business 
carried on by him, and that the 
matters contained in the adver 
tisement were not devised or 
selected by him or by any other 
person under his direction or 
control. 

This would seem to absolve the 
medium owner, and in almost all 
cases the advertising agent. 

Penalties for a first conviction 
are, for a first offence, up to £50, 
in other cases up to £100. 

Officials of companies, such as 
directors, managers, secretaries, 
etc., as well as the company con- 
cerned, can be charged with 
offences. 

If the Bill becomes law in its 
present form, it will come into 
operation on January 1, 1958. It 
will not apply to Northern 
Ireland. 
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60-year-old ads 
in Jubilee 
directory 


The Municipal Year Book and Publi 
Utilities Directory, 1957. (The Muni- 
cipal Journal Lid. £5 Ss.) 

4 red cover, instead of the 
usual blue, is the outward sign 
that this is the Diamond Jubilee 
edition of this famous directory. 
But there are many other inno- 
vations, including a colour por- 
trait of the Queen and messages 
of congratulation from eight 
Ministers of the Crown. 

Among other new features are 
reproductions of Schedules to the 
Municipal Corporations Act, 
1835, and of a Schedule to the 
Local Government Act, 1888 ; an 
alphabetical list of boroughs 
giving facts about their charters, 
Quarter Sessions and attainment 
of County Borough Status. 

Of especial interest to advertis- 
ing people are reproductions of 
advertisements that appeared in 
the Year Book 60 years ago and, 
facing them, advertisements from 
the same firms today. Two 
Ordnance Survey maps showing 
administrative areas are also 
included. 

Thumb-references to the ap- 
proximately 1,800 pages make for 
easy consultation and are very 
necessary in view of the wealth of 
information contained. 


Guide to Indian 
publications 


Nijor Guide to Indian Periodicals 
1955-56. (National Information Service 
Poona, £2 Ss.) 


This guide, which should prove 
of considerable use to manufac 
turers or agents interested in the 
Indian market, lists more than 
2.000 Indian periodicals and daily 
papers, classified according to 
language, subject, periodicity and 
location. 

A survey 


of periodicals pro- 
vides statistical data, a chronicle 
of important events in the history 


of the Indian press and press 
organisations ; and these are fol 
lowed by indexes of titles, places 
and subjects, and places of pub- 
lication. 

The book is 
Britain from 
Management 


obtainable in 
Marketing and 
Ltd. 


SIA design award 


The Society of Industrial 
Artists’ annual design award, the 
SIA Medal, will be presented to 
Jan van Krimpen of Holland who 
has been associated for over 30 
years with the Enschedé and 
Zonen press and typefoundry in 
Haarlem. 

Type-faces designed by Mr. van 
Krimpen include four Roman 
faces for use in book composi- 
tion: Lutetia, Romanée, Romulus 
and Sprectrum. He has also 
created a type called Sheldon 
which was commissioned for the 
exclusive use of the Oxford Uni- 
versity Press in an octavo bible. 
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TIDE AND DAZ TOP 


DETERGENT MARKET 


But Omo is only four per cent behind 


The market for washing powders and soap flakes is dealt with in 
the sixth of the current series of Commodity Reports issued by the 


Daily Herald to advertisers and advertising agencies. 


The survey on 


which the report is based was made during March and April this year, 
and included are comparisons with a similar survey made in September 


and October, 1954. 

In the period between the two 
surveys Omo increased its share 
of the powder detergent market, 
the survey shows, from 16 to 25 
per cent, being especially popular 
in London and the South-East 
and in Scotland. 

Tide and Daz lead the field 
with 29 per cent each. The brand 
positions were determined by ask- 
ing housewives who had bought 
powder detergents during the last 


¢.. | 


This Rotair is the latest addition 
to the point-of-sale campaign for 
Sirdar Wools. 


Mills & Rockleys’ 


new report 


Mills & Rockleys Ltd. have 
issued “Research Report No. 1,” 
the first of “a series of leaflets, 
to be published at intervals, which 
will provide information to 
improve the understanding of the 
function of poster advertising.” 

The first of these reports is 
concerned with the increase in 
coverage obtained during the 
period of a poster campaign. 

It is accompanied by a map 
showing the territories covered 
by the Mills & Rockleys Outdoor 
Advertising Service. They are 
issued with a pocketed semi-stiff 
folder, titled “People and 
Posters,” intended to hold sub- 
sequent information sheets. 


BSPA celebrate 


At the British Sales Promotion 
Association's Christmas luncheon, 
held at the Shaftesbury Hotel, 
guest speaker was David Langdon 
staff artist of Punch and the New 
Yorker. 


month which brand they had last 
bought. Answers were checked 
by interviewers asking to see the 
actual packets, which were pro- 
duced in nearly three cases out 
of four. 


Liquid detergents are now 
being used to a greater extent, the 
proportion of housewives who 
bought them during the month 
before the interviews going up 
from five per cent in 1954 to II 
per cent in 1956. 


Soap flakes were bought during 
the month prior to the interviews 
by 32 per cent of housewives, 
compared with 24 per cent in the 
1954 survey. 


Seasonal changes 


Since the main use of soap 
flakes is for washing woollens 
garments worn more in winter 
than summer—the increased pur- 
chases were probably largely 
seasonal, adds the survey. 

There is information—‘never 
previously available in published 
form,” says the Herald—concern- 
ing the uses to which the various 
types of products and leading 
brands are put. It shows that the 
popularity of both types of pro- 
ducts and individual brands varies 
according to the uses made of 
them. Powder detergents are 
preferred for washing up, and 


Persil leads the field when it 
comes to washing or boiling 
clothes. 


The local water also affects the 
popularity of different types of 
product. 


The survey was based on a 
nation-wide random sample of 
5,182 interviews. Details of the 
sample and the interviewing 
techniques employed are given in 
an appendix to the report. 


This is the latest point-of-sale aid 

produced by Acme Showcard & Sign 

Co. Lid. for Sobell (Radio & Allied 

Industries Ltd.) dealers. It was 

designed by the publicity department 

of “hell and is an adaptation of 
their press advertising. 


Animation and 
credibility 


The contention that animation 


sacrificed credibility was refuted 
by Bernard Slydel, public rela- 


tions representative of Screen 
space Ltd.—the Dimitri de Grun- 
wald-Andre Sarrut advertising 
films organisation when he 
addressed the TV advertising 


course at the Regional College of 
Art, Manchester. 

“If it did,” he said, “we might 
just as well dispense with Father 
Christmas or pretend that there 
is no such creature as a duck 
simply because Walt Disney once 
created a cartoon character.” 

In the course of a lecture on 
the theory and practice of cartoon 
and puppet production, Mr. 
Slydel spoke of the influence of 
the cinema on TV spots, style 
in animation, the requirements of 
a good advertising film, the 
advantages of animation and 
puppetry in TV, and the differ- 
ences between cinema and TV 
film production. 

He was introduced by Maurice 
Askew, head of design for 
Granada TV Network Ltd., who 
spoke of Andre Sarrut’s “invalu- 
able contributions to the field of 
animation and puppetry in adver- 
tising films.” A programme of 
films produced by Andre Sarrut 
for Screenspace was screened. 


£2,000 for ‘site’ in new board game 


A board game involving the 

completion of the brand names 
in 12 illustrated advertisements 
for national products has been 
patented by Frank Irving Green, 
of Prestwich. 
_ The “props” include a stock of 
imitation money, letter-cards, and 
a small playing piece (probably 
a model advertising van), and 
players are encouraged to barter 
their “sites” with a view to 
obtaining bigger revenue from 
rentals. 

It is claimed for “Advertising,” 
as the game is called, that it 


guarantees the reading of the 
advertiser's message over and 
over again by the players. It is 
intended to produce the first 
300,000 games in good time for 
Christmas, 1957. A_ prototype 
will be exhibited at the Toy 
Trades Fair at Harrogate next 
month. 

The price of each space or 
“poster site” on the board will be 
£2,000. It is estimated that the 
12 advertisers will jointly make 
a large contribution towards the 
cost of producing the game, 
thereby keeping down the retail 
price and ensuring a large sale. 


ADVERTISER'S WEEKLY 


Print machinery 
on show at 


Zagreb Fair 


The Zagreb Spring Fair, which 
will be held from April 13 to 23, 
will be the first to be accom 
modated completely on the new 
exhibition grounds on the out- 
skirts of Zagreb, which cover an 
area of 370,000 sq. metres. 

For the first time also, the 
Fair will include an International 
Printing Machinery exhibition. 

The Yugoslav government is 
planning to reconstruct and 
modernise the country’s printing 
industry and foreign currency has 
been allocated for the purchase 
of printing machinery. 

Currency has also been allo- 
cated for the purchase of a wide 
range of goods. These include 
industrial metals, profile iron, 
zinc seam tubes, black sheets, 
zinc tin plates, barrel hoops, cold 
rolled band iron, black wire and 
zinc wire, also a wide range of 
consumer goods including agricul- 
tural and hand tools, car springs 
and axles, locks, saws, kitchen 
equipment, sewing machines, 
cutlery, toys, watches, scissors, 
china, hunting accessories, fishing 
tackle, photographic apparatus, 
musical instruments and acces- 
sories, bicycles, scooters, motor 
cycles, boats and accessories and 
parts, household electrical appar- 
atus including radio and tele- 
vision, and plastic and rubber 
products. 

Auger & Turner Group Ltd. 
are the official agents for the 
Fair in Gt. Britain. 


This automatic watch display for 
Timex is battery driven and made 
of board in blue and black. The 
rotor cam, which is in gold, swings 
round the central pivot. It is avail- 
able free with an order of six 
specified automatic watches. 


Chamber’s £400 for 
Torquay publicity 
When he presented a cheque 
for £400 to the Mayor of 
Torquay, I. Joseph, for the cor- 
poration publicity fund. H. J. 
Williams, chairman of the Cham- 
ber of Trade, said: “Our 
members are happy in the know- 
ledge that this money will be 
used in extending and consoli- 
dating Torquay’s publicity.” 
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ADVERTISER'S WEEKLY 


MORE LETTERS to the EDITOR 


24 


Circulations? 
It’s up to 
space buyers 


Sir,—Is an ABC circulation 
really taken into account in the 
selection of media? I doubt it. 
Particularly in the case of the 
trade and technical press where, 
I am sure, the main reason is that 
too few of their advertisers know 
anything about the ABC, and 
very little is being done by the 
Bureau to remedy this. 

In consequence, some journals 
are still getting away with circu- 
lation claims of “the biggest 
aspidestra in the world” type. 

Some claim to “circulate in 
(anything up to 100) countries” 
but never give the list, the pub- 
lication of which would surprise 
students of geography. Surely it 
is time the ABC took some action 
to remedy this. 

They complain that the trade 
press won't join, but why should 
they, when so many get by very 
well since the gullibility of their 
advertisers enables them to keep 
—_ the worth of the space they 
sell. 

It is time every medium accept- 
ing advertising published audited 
figures based on a fixed formula, 
and it is surely time that buyers 
of space made such a move un- 
avoidable. 

L. W. CUTHBERT. 
London, E.C.4. 


Of course PRO’s 
have to sell 


Sir,—In reply to your Com- 
ment (November 30), on public 
relations, called “Does It Sell?”, 
I, as a public relations officer in 
industry, think it is important. to 
make this clear, as there seems 
to be enough varieties of the 
beast as to put Heinz to shame. 

As a company, we have two 
main thoughts on _ public 
relations. 

‘The first is that the first prin- 
ciple of PR is a well-informed 
staff. Otherwise there is a private 
face and a public face, which is 
another way of saying that you 
are hypocritical. This principle 
in my opinion is going to be- 
come more and more important 
with the advent of new tech- 
niques, such as automation and 
the other uses of electronics. 

The important thing, of course, 
is that a well-informed staff is 
one which is as thoroughly “in 
the picture” about the failures as 
it is about the successes. 

Our second thought on public 
relations is that whereas it is 
the job of the United Kingdom 
sales manager and the exports 
sales manager to sell our pro- 
ducts, it is my job as PRO to sell 
the company as widely as pos- 
sible, both at home and overseas 
—thus quite definitely helping to 
sell the product. 

Both my _ sales colleagues 


would have no hesitation in 
agreeing with this, I know. I 
need not say why it is important 
that the company should be sold 
(in the best sense of the word!), 
but first it must be = sold 
internally. 

I agree that there are many 
so-called public relations officers 
and consultants who are mere 
press agents, and although the 
press, which, of course, includes 
these days the BBC, ITV, etc., 
may be the right hand of PR, it 
is no more the whole of it than 
the hand is the whole of the man. 

Ian S. MACPRHAIL, 
Public relations officer. 
Dexion Ltd., 
London, N.W.6. 


‘The Seagull’ 
and spots 


Sir,—In reply to J. L. Bullock’s 
letter on “Culture and Commer- 
cials” (November 23), “The Sea- 
gull” was presented during one 
and a half hours of peak viewing 
time. To expect the programme 
contractors to exclude commer- 
cials from this period is, at the 
present stage of development of 
commercial television, simply un- 
realistic. To put-the play on at 
a different hour would have 
meant far fewer people had the 
chance to see it. 

Perhaps when the programme 
contractors have had time to con- 
solidate their financial position 
(or when the Government decide 
to loosen their purse strings for 
the ITA), there will be an oppor- 
tunity to put on some _ pro- 
grammes independent of any 
obligation to advertising at all. 

Until then the viewer must, in 
fairness, accept the fact that it is 
the commercials which pay for 
his Chekhov (and his “Sunday 
Night at the Palladium” if it 
comes to that). 

In the meantime, surely Mr. 
Bullock could spare a compli- 
ment for Associated-Rediffusion 
Ltd. for putting on “The Seagull” 
at all. Was this not a very prac- 
tical effort on their part at 
“raising the standards of pro- 
grammes”? 

Certainly, if one may judge by 
the audience ratings for that 
evening, the programme contrac- 
tors were not over-mindful of the 
advertisers’ interests, since it is 
one of the comparatively rare 
occasions when the ITA audience 
fell below the figures of the BBC, 
although the Northern stations, 
with different plays competing 
against the same BBC pro- 
gramme, were, as usual, taking 
the lion’s share of viewer interest. 
But I have a hunch that it was 
not the commercials which 
caused them to switch. 
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CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 4s. per line, 45s. 


APPOINTMENTS WANTED, 3s. 6d. per lime, 40s. per Gute 5 panel inch. All other 
classifications, 4s. 6d, per lime, 50s. per display pane! inch. Minimeam, 3 lines. Box 


No. charge, one line plus Is. covering po 


Series rates on application : all 


postage, etc. 
advertisements under seven insertions MUST BE PREPAID. Address “‘Advertiser’s 


Weekly.”’ 180, 


Fleet Street, London. E.C.4. WATerioe 3388 (Ex. 25). 


APPOINTMENTS VACANT 


Experienced 
SPACE CLERK 
required 
to train as 
SPACE 
BUYER 


Write or telephone 
Clifton Advertising Agency 
175 Grays Inn Road, 
London, W.C.|!. 
Terminus 9641/4 


H. Cooper, 

Head of films, radio and 
television. 
Lintas Ltd. 
London, W.1. | 


LEADING TECHNICAL JOURNAL 
PUBLISHERS require space _ repre- 
sentative. Must be 
shire or Lancashire. Only persons 
with experience of selling space on 
technical journals to the textile indus- 
try need apply. Salary — to £800, 
commission and expense 
Box 5123 Ad. Weekly 180 Fleet St EC4 


resident in York- | 


SPACE SELLERS 


Experienced men required by 

weekly magazine. Right men 

will earn BIG MONEY. Salary, 

commission and expenses basis. 

Phone Advertisement Director 

for see. MONarch 
033. 


FIRST CLASS PRODUCTION ASSIS- 
TANT required, able to handle with- 
out supervision the welter of detail 
work involved in National & Provin- 


cial campaigns rite or ‘phone for 
appointment: The Production Mana- 
ger, Grant Advertising Ltd, 36 
Grosvenor Street, W.1 MAY 6051. 
ADVERTISEMENT MANAGER 
ADVERTISEMENT REPRESENTATIVE 
required by well established 


Publishing House launching ‘new 
periodical selling to Gardeners, 
Market Gardeners and Farmers. 
Give full particulars of present 
and recent appointments. Our 
own staff have been advised of 
this appointment. 


Box 6151 
Advertiser's Weekly 180 Fleet St EC4 


Senior 
Account 
Executive 


An exceptional opportunity occurs in 
young expanding London agency 

for a Senior Account Executive 
(M.L.P.A.), about 35, experienced in all 
branches of agency work, familiar with 
technical accounts and knowledge 

of pharmaceutical and medical 
publicity. Excellent prospects with 
possibility of directorship. 

Replies in strictest confidence to 


Box 5142 
Advertiser’s Weekly 180 Fleet St EC4 
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APPOINTMENTS VACANT 


ARTIST | 
Required by Advertising 
Agency in 
NORWAY 


If you are a specialist in scraper- 
board and would like to live in 
the pleasant Norwegian town of 
Bergen here is your chance. The 
Agency concerned is an important 
and well-established one where 
many interesting accounts are 
handled and where’ working 
conditions and prospects are 
good. Write enclosing specimens 
which will be returned to : 


Bergens Annonse-Byra, 
Advertising Manager 
Robert Davidsen, 


Strandgt. 3, Bergen, Norway. 


EXPERIENCED LADY LETTERING 
ARTIST required in Advertising 
Department of Esso Petroleum Com- 
pany Limited Successful candidate 
will be appointed to the company’s 
regular staff and luncheon vouchers 
are issued daily. Please reply, giving 
full details of career to date, together 
with date of birth, to the Personne! 
Manager, 16 Charles ry Street, Hay- 
market, London, S.W 


Advertising Department 


COPY WRITER 


If you have :-— 
an all-round grounding in advertising, 
the ability to write sound copy for 
technical and non-technical literature, 
some experience of feature writing 
and/o. house organ production, 
write giving full details of career to date, 

age and salary required to : 
Personnel Manager, Frigidaire Division 
of General Motors Ltd., Stag Lane, 

Kingsbury, N.W.9. 


THE AVON INDIA RUBBER CO. 
LTD. wish to engage a young Publicity 
Assistant with National Service com- 
pleted. Requirements are basic know 
ledge of typography and print, some 
training in display, a sense of urgency 
and a tidy mind. Applications, stating 
salary required, to Staff Manager, 
Avon India Rubber Co. Ltd., Melks- 
ham, Wilts 


VISUALISER/ 
STUDIO MANAGER 


We want a good visualiser who 
can take full charge of a small 
studio specializing in technical 
advertising and __ illustration. 
Drawing office experience would 
be an advantage. Please state 
your age, salary required, ex- 


perience. 


Box 5153 
Advertiser's Weekly 180 Fleet St £C4 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | MiSRiexcia 


Two good 
ARTISTS 


wanted 


Rank Screen Services are looking for 
two good artists able to adapt their 
technique to cartoon film production 
and advertising film work in its other 
aspects. Applicants must be young 
artists with strong creative sense and 
modern outlook. Applications to: 
Rank Screen Services Ltd., 
— 
Hill St., 
Cie. W.i. 
Telephone: GROsvenor 6353. 


ALL ROUNDER for small, 
to handle blocks, type, 
initiate imaginative layouts. 
scope for ambitious man with the 
right experience Write full details 
Brandis-Davis, 231 Strand, W.C.2. 


busy Agency 
art work and 
Plenty of 


FIRST-CLASS 


SPACE SELLER 


WANTED 


top-notch trade weekly 
The prospects are big. 


Box 5144 


for 


Advertiser's Weekly 180 Fleet St EC4 


To YOUNG 
MANAGERS. 
is offered 
between 


ADVERTISEMENT 
A splendid opportunity 
to a young man (aged 
25-35) to qualify for a top 
position in a well-known trade and 
technical publications house Appli- 
cants should have had experience in 
space-selling, in management of sales 
staff and have some knowledge of 
promoting sales literature. Salary will 
be commensurate with the importance 
of the position Applications, giving 
full details of age, education and 
experience, in confidence, to Manag- 
ing Director, 


Box 5156 Ad. Weekly 180 Fleet St EC4 


TELEPHONE DIRECTORY 
HOLDER SALESMEN 


REQUIRED. 
First-class terms for first-class men. 
Present staff informed. Apply 
Box 5157 


Advertiser's Weekly 180 Fieet Sc EC4 


ART EDITOR wanted by Leading 
Pocket Book Publisher. Able to 
visualise covers with interest and sales 
appeal Excellent prospects. Write 
Box C.598. Willings’s, 362 Grays Inn 
Road, W.C.1 

ADVERTISEMENT REPRESENTA- 
TIVE, cither sex, for well-known 
photographic monthly. Salary and 


commission. 
Box 5152 Ad. Weekly 180 Fleet St EC4 


FIRST-CLASS REPRESENTATIVE, 
young man or woman, preferably 
with fashion and textile contacts, to 
represent export magazine. Salary, 
commission, expenses. Unusual op- 
portunity. Full details, a» Sacietins age, 
education, salary require 
Box 5159 Ad. Weekly 180 Fleet St EC4 


TV SALES 
EXECUTIVE 


ABC Television require lively 
minded, adaptable Sales Execu- 
tive to work in the midlands. 
Previous selling experience, ability 
to handle figures, personality and 
drive essential. Write giving age, 
experience and reason for wishing 
to work in television to :— 


GEORGE A. COOPER, 
Advertisement Controller, 
ABC Television, Film House, 
London, W.1. 


FREE LANCE SERVICES 


FREE LANCE GROUP. Can handic 
design, artwork, copy and grecenion 
for all advertising purpose 
Box 5148 Ad Weekly 180 Fleet St EC4 


| SPECIAL ANNOUNCEMENTS 


12} PER CENT COMMISSION for your 
ice sundries. Samples matched 
BM/QAZB, W.C.1. 


BUSINESS OPPORTUNITIES 


CIRCULARISING Ltd. 


“All that the name implies’’ 
Addressing. Folding. Enclosing. Mail- 
ing. Facsimile ——s Duplicatin 
Supplied. Li m. “i 
Direct mail campaign = 
executed with speed 
Telephone 19Marylebone Lane, 
Hunter 9827 London, W.! 


TO PUBLISHERS of established jour- 
nals interested in continental business. 


advertisements and public relations 
work. Executive shortly proceeding to 
Europe. A 


pply 
Box 5155 Ad. Weekly 180 Flect St EC4 


SPEEDY PRINT SERVICE 


for all Advertising and Sales literature. 
Top Quality Black-and- White and 
Colour photo litho. 

GOTHIC PRESS LIMITED 
e€ 5845. 42 Osnaburgh Street 


DESIGNERS 
Exhibition Stand & Display 


There is an opportunity open 
for two good creative exhibition 
stand and display designers with 
a large progressive house. Good 
wages, permanent position. 
Write previous experience to 


Box 5108 
Advertiser's Weekly 180 Fleet St EC4 


(Opposite Gt. Portland St. Station) 


DISPRO LTD. Ask your printer about 
the wonderul high gloss, colour 
intensification and durability of 
Dispro Lamination—he knows all 
about it—or ask us for specimens. 
Dispro Limited, 36-38 Peckham Road, 
London, S.E.5 RODney 7171 (six 
lines) 


MARKET RESEARCH 


Field work, tabulation and reports of 
all kinds undertaken 
Consumer Research Ltd., 
54, Great Marlborough Street 
London, W.!. 
GERRARD 0068 


; APPOINTMENTS VACANT | 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


by photo-litho or letterpress (own 
photo-litho process pliant). 
CARILLON PRESS LTD., 

Pine Colour Printers, Bournemouth. 
Telephone Boscombe 36835. 

ieotes Office 4a Bloomsbury Sa; 
W.c.l. Phone: CHAncery 2065 


SALES AND WANTS 


MASSEELEY Model 31 Showcard 
Printing Machine compicte with ai! 
necessary accessories including Finish- 
ing Press, Bench Shears, 10 sets of 
Type, 12 sets of Figures, corner dies, 
etc. In perfect condition: hardly used 
Offers invited after inspection by 
appointment. Write 
Box 5160 Ad. Weekly 180 Fleet St EC4 


APPOINTMENTS WANTED 


PUBLISHING. Circulation manager or 
leading to such, experienced books, 
periodicals, representatives, commerce, 
and administration 
Boa 5154 Ad. Weekly 180 Fieet Si EC4 


“HAND - PICKED” SECRETARIES 
available. The Wigmore Agency, 67 
Wigmore St., W.1. HUNter 9951/2/3 


YOUNG MAN, 26, seeks position as 

ee representative ~ news- 
per. Four years’ experien 

Box. 5161 Ad. Weekly 180 Fleet Se EC4 


VERSATILE AND EXPERIENCED 
COPYWRITER secks interesting and 
stimulating change. Can handle ali 
selling, prestige, institutional and 
technical copy. Also books, scripts, 

work, client contact, radio and 
TV Accustomed to responsibility. 
Box 5145 Ad. Weekly 180 Fleet St BC4 


LAYOUT MAN/ 
VISUALISER 
. 


NEW ZEALANDER 
AGE 24 
just arrived 
in this country 
7 years’ experience 
with leading 
New Zealand Agencies 


SEEKS A JOB 


WITH A GOOD 
LONDON AGENCY 


Please write: 

KEITH OWEN BLIGHT 
26, ROSS ROAD, 
WALLINGTON, 

SURREY. 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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Everything 


used in the 
Timber 


Trades 
sells 


In 


WOODWOIRIIKIIN © 
INDUS WR 


The Technical Journal 
of the Timber-using Trades 


Published by 
TRADE CHRONICLES LTD., 
109/119 Waterloo Road, 
London, S.E.1. Tel : WATerloo 3388 (20 lines) 
oT A A INR EI 


Printed by St. Clements Press Limited, Portugal Street, Kingsway 
registered offices: 180 Fleet Street, 


Advertisement, Editorial and Sales office 


Mercury House. 


DecemBerR 28, 1956 


— STOP PRESS — 


Research man for Newspaper Society 


The Newspaper Society has ap- 


| pointed H. J. Thrift to a new post 


in the advertising promotion depart- 
ment. He will take up his duties on 
Tuesday. Since 1952 Mr. Thrift has 
been an executive in the sales pro- 
motion and survey department of 


| Odhams Press, where he has been 


responsible for the control of a 
number of readership and market 
He is 3, and is a full 


Society. Since the war, he has been 
assistant manager of the statistics 
department of the London Press 
Exchange Ltd. for three years, and 
for ome year an executive at 
Attwood Statistics Ltd. 

“Mr. Thrift’s appointment is an 
important step in the development 
of the Society’s promotion services,” 
says the Society. 


The Council of the National 
Farmers’ Union has commended to 
the Union’s county branches for 
their “urgent and earnest considera- 


mittee set up last February to study 
NFU publicity and public relations 
policy. The report recommends the 
“immediate strengthening” of the 
publicity department both at head- 
quarters and in the regional organi- 
sation, at a cost of about £8,000 a 
year, and development of the 
Union’s monthly journal amounting 
to another £5,000 a year. Further 
strengthening of the regional pubii- 
city organisation will undoubtedly 
be necessary in stages over the next 
two or three years, the report says, 
and it recommends that an extra 
£8,000 to £9,000 a year be ear- 
marked for this purpose. The 
publicity budget is about 


House journals’ _ 
copyright ruling 


Following discussions between 
H. E. Cole, Superintendent of the 
Copyright Receipt Office of the 
British Museum, and Geoffrey A. 


Editors, it has been agreed that 
there is no case for exemption from 
the terms of the Copyright Act. 
Copies of all British house journals, 
therefore, must be sent to the British 
Museum for record purposes within 
one month of publication. 

“This decision settles controversy 
that has existed for some time 
among house journal editors—as to 
whether or not they are obliged to 
send copies of their publications to 
the Museum,” says the BATE. 

This arrangement will commence 
in January. 

Mark Stone Ltd. have concluded 
a trans-Atlantic agreement with the 
William Hebert Public Relations 
Company of Beverley Hills, Cali- 
fornia. 


George A. Cooper, advertisement 


| controller of ABC Television Ltd. 
| has announced the following ap- 
becomes 


pointments: R. H. Norris 
advertisement manager, with overall 
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ing Club, on “Motor Racing. 
“The Cabinet Maker” will be 
lished F 
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A campaign in the trade press is 
being prepared for early 1957. 


Gordon Mcintyre, who was with 


as space manager 
the exhibition department, has died. 


“Regent Activities,” monthly 
journal of London’s Regent Adver- 
tising Club, set a new record with 
its Christmas issue of 40 pages— 
over twice the normal size, and the 


man of the council of the Institute 
of Public Relations for 1956-57. 
Alan Eden-Green, director of public 
relations at Josiah Wedgwood and 
Sons Ltd., is vice-chairman. 


London, W.C.2, for the proprietors, Business Publicaticns Limited. 
London, E.C.4, Eneland (Waterloo 3388). 
S.E.1 (Waterloe 3388.) 


( . ' , tay 
PC = 
an 
icy eal + ly ae te > RS 
7 rj\e r a (ans ie ; rs 
han Lise te MN tr thee 2 _ : 
: ? ra | oe A Si ! Re §8=§€6responsibility for the activities of ; 
“ ae i ee §=§=ABC’s sales department. Mr. Norris , 
‘ i ee Se . ; " was formerly London sales manager 7 
em —_ = with ABC. M. R. Hutcheson be- 
re s cy : | Pie comes assistant advertisement mana- 
ie 4 = be ger. He was formerly senior account 
2 ie . ee executive with ABC. 
Sarees i PRE 2A. — Far es J. Shaw is appointed account exe- irs 
cas ame - ieee ee a cutive in London. Mr. Shaw joins 4 
=> ~~» VED VE - _ -- ABC from W. & T. Avery Ltd., 
- s = where he was concerned with over- 
~ - = i ie | me rch seas sales promotion and adminis- 
a Ci a . ie tration. Walter Williamson is : 
A a, S + pues ; appointed sales executive for the ivy 
ts BY Pane 7 Ff | Yorkshire area. Mr. Williamson, - 
a: a es — ae who will work from offices in Leeds, 
6 fe) on % joins ABC from Condé Nast Pab- 
& oS 4 ee ; = lications whom he has represented 
; / a [ee for the last seven years in York- 
4 > iH shire, the North East, Lincolnshire 
5 Cals r. 2 and East Anglia. 
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; fii oe 8 AY f A Baker Street site of the Borough 
, ff ao . Fl Billposting Co. Ltd. was given by 
A ? Paez *: th G. L. McLellan, general manager of ; 
0 - — Borough, and a director of Odhams 
eo ani : : Ltd... to the National Spastics 
tion . i com- Society for its Christmas appeal. 
The Society will use the site until 
about the end of this year. 
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were Wilfred Pickles, 
through from the back 
in a special hole cut in 
ing, his wife Mabel, Av maT 
and John Blythe. as 
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of Saturday, starting with the first 
issue in January. 
cos, Gordon G. Fenwick, who joined 
Service Advertising Company Ltd., 
on January 1, 1950, as a senior 
account executive, has been ap- 
pointed an associate director of the 
| company, from Tuesday. 
| Tibbenham Publicity Ltd. have 
| been appointed to handle the ad- . 
| < vertising for Prima Espresso Ltd. 
| iz Phillips, national secretary of the distributors in this country of Prima 
British Association of Industrial American Espresso Coffee machines. 
a vp vm a 
36 years, of which he spent 14 in 
the “Evening News” advertisement 
department and the last eight years 
it 
- 
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highest circulation—1,500, 
Allan Ashbourne, campaigns 
manager of the Central Office of é 
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